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A new series of Strathmore mailing pieces designed 
to help you do a creative job of selling, by bringing you creative ideas in printing. e A printer who 
goes after new business can get new business. He won’t wait to be called in on a job...he’ll go 
out and sell ideas! e An idea can be made more important to your customers than saving a few 
dollars. Being out in front with suggestions that sell can be more profitable to you than turning in 
the lowest bid! e That’s the reason for this series. Here are practical pieces, full of ideas, repro- 
ducing examples of creative printing in miniature form. They are real selling tools, for you to use 


in creating more interest...and getting more orders. 


Volume I, No. 1 of the 
Strathmore New Business Series. 
We open the series with 
New Business for the Retail Store. 
It features suggestions for store folders, 


which come up every month in the year. 


Shralhmore Faprer CE 


WEST SPRINGFIELD, MASSACHUSETTS 
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STREAMLINED LETTERS 


Only one who has read innumerable bad books on letter-writing, and 
criticised hundreds of poorly written letters, can appreciate the soundness 
and helpfulness of Waldo J. Marra’s new book, “Streamlined Letters.” 


Mr. Marra packs into this book a combination of training, teaching, and 
practical experience that is hard to find among writers of letter textbooks. 
He was at one time Assistant to Professor George Burton Hotchkiss of the 
School of Commerce, New York University, later became an instructor in 
the University, and in 1919 accepted a position on the staff of the University 
of California in Berkeley, California. In 1921 he was called in by the Wells 
Fargo Bank of San Francisco to modernize its correspondence. This was 
followed by work with the Federal Reserve Bank of San Francisco and with 
the Bank of Italy. From 1929 to 1937 Mr. Marra served as Correspondence 
Counselor for more than 100 leading Pacific Coast firms and institutions, in- 
cluding Metropolitan Life Insurance Company, Pacific Gas & Electric Com- 


pany, H. C. Capwell Company, Standard Oil of California. 


Much material has been written by Mr. Marra on his subject, published 
in national magazines, newspaper articles, and Manuals. His latest book, 
“Streamlined Letters,” is the official textbook of the National Retail Credit 
Association, St. Louis, Mo. 


There are three sections to “Streamlined Letters.” Section I deals with 
the Fundamental Principles of Business Letter Writing; Section I]—Credits, 
Collections, Adjustments; Section I1I—Vocabulary and English. 


While the examples given are for retail business correspondence, the 
principles given apply to all forms of correspondence. 


Mr. Marra gives the early history of letter writing, explains how and 
why stilted phraseology crept into letter writing, how to get it out. 


Section III, explaining word origins, correct use, vocabulary improve- 
ment, rules of grammar and spelling, is a comprehensive guide to the im- 


(continued next page) 
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WHAT’S THIS DEPARTMENT 


THE GORGEOUS, black-and-gold covered, Ad- 
vertising Awards Number of Advertising 
& Selling contains 228 pages, most of 
them devoted to honoring the producers 
of the “best advertising of 1940.” There 
are awards for copy, art, research, radio 
announcing, outdoor advertising, technical 
excellence, etc. But nowhere in the 228 
pages could we find a single mention of 
excellence in the field of Direct Advertis- 
ing. How Come? 


TIMELY CAPITALIZING 
ON INTERESTING EVENT 


F. SCHUMACHER & CO., fabric-carpet-wall- 
paper house at 60 W. 40th St., New York, 
capitalized on the opening of the new 
Sixth Avenue Subway and their proxim- 
ity to the 40th St. entrance. A _ pinkish 
tinted folder showed a cartooned crowd at 
the 40th Street Subway Station. A little 
man on top of the first car of the subway 
train carried a sign which read, “Thank 
You Mayor La Guardia for the new Sixth 
Avenue Subway with its 40th Street En- 
trance at Schumacher’s.” Inside of the 
folder shows a cartoon map of the mid- 
town section, and a drawing supposed to 
represent the Mayor emptying the con- 
tents of a bottle and saying “I christen 
Thee the Schumacher 6th Avenue Line.” 
Story is told in a letter addressed to Dear 
Mayor La Guardia and signed by The 
Decorators of America (Unincorporated 
but Happy). 


* See page 15 for latest Reporter Survey on 
unusual direct mat. 


3 











WHAT’S THIS DEPARTMENT 


J. L. HUDSON COMPANY, Detroit, Michigan 
(who used to be large users of Direct 
Mail) recently mailed a four page folder— 
printed on heavy triple weight cover stock 
in one color—black. Only first page 
printed. All others blank. In sombre style 
Hudson announces “We begin our Sixtieth 
Year with Confidence, Faith and Optim- 
ism” and continued: 


“As we attain the maturity of sixty years 
we recognize more clearly than ever that 
many factors have contributed to our 
growth and progress as an institution. In 
particular, we recognize the importance and 
value of cooperative, friendly and. mutually 
profitable relationships with our suppliers. 
Our destinies manifestly are bound up 
with one another. 


“Therefore we want to take this occasion 
to express our appreciation of the part 
manufacturers and distributors have played 
during past years in helping to develop 
our business.” 


The “What’s This Department” wants to 
know why this piece had to be mailed 
FIRST CLASS with nine (9) cents post- 
age. Looks like a waste of money. 


THANKING DEALERS 


C. E. DOWNING of the New England Coke 
Company, 250 Stuart Street, Boston, Mas- 
sachusetts, sends us interesting bulletin 
showing how his company capitalized on 
the Honorable Mention Certificate issued 
by the D.M.A.A. in its Fifty Direct Mail 
Leaders contest. 


New England Coke produced a_ poster 
like folder measuring 17” x 22” 
printed in blue and black. Award Certi- 
ficate was reproduced in full size. Unique 
slant was in the copy—“This Award is 
your Reward.” After explaining the an- 
nual D.M.A.A. Contest, the copy con- 
cludes—“We wish to thank you, our deal- 
ers, for making this distinction possible. 
Without your support it could not have 
been won. The most important element 
considered by the judges is results, and 
the way you backed up this campaign and 
used it, made it work.” 


That seems to be a good way to keep 
dealers interested in advertising. 





provement of all writing. It’s written in a readable and entertaining style 
for the enjoyment of anyone interested in words and their use. We particu- 
larly like the Suggested Books for General Reading. . . . the best of every- 
thing written between the time of The Bible and Gone With the Wind. What 
have these books to do with business letter writing? Read about fifty of 
them and see how your use of words improves. 


APPLYING THE PRINCIPLES 


The March 31 session of the present Direct Mail Course was devoted 
to general correspondence, with individual criticism of letters submitted by 
members of the class. In this session the entire class revised several letters 
that were printed as good examples in particularly bad textbooks. After 
criticising these textbook examples, the class felt better about the useless 
words, stilted phrases, and lack of objectivity in their own letters . . . and 
will surely be more on guard against these letter faults in the future. 


Since it is always easier to see the faults of others—try criticising the 
letters that come to your desk in the course of a week. How many do you 
get with an opening like this: “We are convinced that you have not failed to 
observe the ever-increasing demand for . ..” (An actual example picked at 
random from a pile of letters on the desk). Or this opening, in the letter 
from a social club secretary: “Allow me the privilege and pleasure at this 
particular time, being your ‘Captain’ of the ‘good ship’ , to salute 
you in the usual and friendly manner, customary, and based on the prin- 
ciples of the organization on which it was founded.” Do these openings 


make you sit up and take notice to the rest of the letter? 


Then, if you’re feeling very objective, you might look over some of your 
recent letters and see how they start. 


Why are so many letters so bad? One of our subscribers, a fine letter- 


writer and proprietor of a letter shop, made some remarks on the back of 
our recent questionnaire which throw light on one of the biggest reasons: 


I honestly believe that about 75% of the direct mail stuff we send out for our 
clients is ‘junk.’ We have tried to sell our Copy Writing Service to them in a very 


tactful way, but have had very little success. We run into many cases like this: 


The X Company decides to get out a letter to their customers; no one in the 
Company knows anything about direct mail, about the psychology of a good approach, 
but one of the men writes the copy. He may be the Credit Man, or he may be the 
Vice President or even Mr. X himself. All three men are good in their own jobs 
but they do not know how to write copy for direct mail advertising. Result: They 
send out a mailing piece that we could bet dollars to donuts on, before it even goes in 
the mail, that not a dollar’s worth of business will come in. Final result: The X 
Company says direct mail doesn’t pay! 


We have finally decided that life is too short to argue; we are concentrating now 
on getting that type of mimeographing and multigraphing work that does not need 
good copy, i.e., mimeographing of radio scripts, and other work that is not really 
‘direct mail advertising.’ And of course, we still have that other 25% (may their tribe 
increase) who really write good copy that is a pleasure to send out for them. 


May readers of THE REPORTER swell the ranks of the 25 per cent! 








SEE PAGE 38 FOR REPORTORIAL AND CONTENTS INDEX 
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A STATE EMPLOYMENT SERVICE 
SURVEYS 


To determine the effectiveness of its methods in informing the public 
of the State Employment Service, and to obtain general criticisms and sug- 
gestions for the betterment of the Service, the Informational Service of the 
Kentucky Unemployment Compensation Commission conducted a mail sur- 
vey. The reasons for the survey are commendable—and the way in which 
the survey was handled is doubly so. 


A form letter, questionnaire, illustrated folder, and return envelope 
went to a cross-sectional group of 2,150 Louisville employers. This group 
was made up of all types of business, including wholesale, retail, and manu- 
facturing. The questionnaire asked if the employer were familiar with the 
State Employment Service, the source of information, whether or not he had 
given the Employment Service a trial, if so, what his experience had been, 
with space for criticism and suggestions to improve the Employment Service. 


From Logan Chambers, Informational Representative of the Service of 
Frankfort, Kentucky, we received a sample of the survey material and the 
five-page report of returns. This report gave the complete story—the criti- 
cisms along with the praise—but what interested us most was the report of 
how the employers became acquainted with the Employment Service. Eight 
different media are used to publicize the service. Quoting from the survey 
report: 


It was generally assumed at the time of making the survey, that newspaper 
publicity would probably lead the field through the advantage of large coverage and 
the fact that organizational news is published practically every day. It was believed 
that radio publicity would run a close second, both because of extensive coverage and 
present availability. Local radio stations have been used consistently for daily spot 
announcements, features, and special recordings concerning facilities offered by the 
Service. 


Listed according to their effectiveness as determined by the survey, the 
different methods (total all groups) shaped up in this order: 


1. Mail publicity, pamphlets, form letters, or other literature; 2. Contact with 
Employment Service Representative; 3. Department of Industrial Relations Monthly 
Bulletin; 4. Newspapers; 5. Inquiry by yourself or firm; 6. Radio; 7. Through a friend, 
associate, other business or professional or civic club; 8. Other sources. 


Further breakdowns of all groups solicited reveal that of the group of 
DISSATISFIED USERS, consisting of 28 persons or firms, who became 
acquainted with the Service through one or a combination of publicity 
methods: 


21% learned of the Service in newspapers. 

44% were acquainted with the Service through direct mail. 

3% heard radio advertising. 

25% learned of the Service in the Monthly Bulletin. 

60% learned of the Service through visits by the Employment Service 
representatives. 

7% learned through friends. 

25% inquired themselves. 


7% learned through billboard and display advertising. 
The last page of the report carries this admission: 


There has been an established doubt, prevailing for quite awhile, which discounts 
the effectiveness of direct mail and visual materials. This doubt was blasted to bits 
by the survey which showed the effectivenes of the direct-mail campaign of the Service. 
topping all other mediums used. 
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ANNUAL REPORT 


RICHARD W. LAWRENCE, President of the 
Young Men’s Christian Association, New 
York City, attached his personal card to 
a copy of the 1940 Annual Report. Hand- 

















written on the card was this message signed 
with his initials: “I am sure you will find 
this report vital and interesting.” Close 
examination shows that the hand writing 
was really printed from a zinc plate and was 
part of the promotion. That stunt is ideal 
for getting quick attention to a booklet. 


The 88th Annual Report of the Y.M.C.A. 
is unique. Sixteen pages plus cover (6” x 
9”). The cover has a peculiar fold which 
provides a pocket in the back. Copy in 
the booklet proper describes the work of 
the Y.M.C.A. and pictures its activities 
and progress. Nothing about money during 
this description. 


And then in the pocket in the back 
cover is a four page financial statement for 
1940. An excellent presentation all the way 
around. 


INDUSTRIAL ADVERTISERS 
PICK TORONTO 


TORONTO HAS BEEN chosen by the National 
Industrial Advertisers Association as the 
city in which its nineteenth annual confer- 
ence, to take place in September, will be 
held. The Royal York Hotel, Toronto, will 
be headquarters for the thousand or more 
members and guests of N.I.A.A. who are 
expected to attend the conference. 














A MONDAY MORNING 
MESSAGE 


WILLIAM H. DANFORTH, Chairman of the 
Board of the Ralston Purina Company, 
St. Louis, Missouri, has for many years 
written a “Monday Morning Message” 
which is printed and distributed to the 
employees of the Ralston Purina Com- 
pany. It’s a good idea—and they are 
good Messages. 


Recently Mr. Danforth asked for per- 
mission to quote parts of “A Letter to 
Three Sons.” Permission was granted, in 
return for Mr. Danforth’s permission to 
reprint parts of a recent Monday Morn- 
ing Message which included “The Game 
Guy's Prayer,” by an unknown author: 


“Dear God: Help me to be a sport in 
this litthe game of life. I don’t ask for 
any easy place in the line-up; play me 
anywhere You need me. I only ask for 
the stuff to give You one hundred per 
cent of what I’ve got. If all the hard 
drives seem to come my way, I thank you 
for the compliment. Help me to remem- 
ber that You won’t ever let anything come 
my way that You and I together can't 
handle. . . . When in the falling dusk I 
get the final bell, I ask for no lying com- 
plimentary stones. I'd only like to know 
that You feel that I’ve been a good, game 
guy.” 

e 


TWIN RETURN CARDS 


THAT’S AN INTERESTING technique used by 
John G. Jones, Vice-President of the Alex- 
ander Hamilton Institute, Astor Place, New 
York City in his form letter offering the 
booklet, “Forging Ahead in Business.” 


Last paragraph of letter has a low pres- 
sure hook . . . designed to get high class 
inquiries. It reads: “But we want you to 
decide for yourself whether or not the book 
is intended for you. If you are not inter- 
ested in business training, don’t send for 
it. If you are seeking new ways to add 
to your knowledge of business then we 
want you to have a copy with our compli- 
ments. Simply fill in and mail the card 
enclosed and the book will reach you by 
return mail.” 


But, instead of one return card, Alex- 
ander Hamilton encloses two. Printed in 
red at the bottom of one card is this: 
‘One of your friends may wish to use this 
extra card.” 


That is an idea for gaining extra circu- 
lation which could be used by many mail- 
ers. The Reporter will start using this 
idea immediately. 
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DIRECT MAIL CLUBS 


The Direct Mail Advertising Club—organized by the “alumni” of the 
Reporter School of Direct Mail Advertising—has hit its stride and is really 
going places. There have been three regular monthly meetings. The first 
two were lecture meetings (see REPORTER for December 1940). 


For the March meeting, members were invited to send in one of their 
letters, explaining how and to whom it was mailed, and, in a separate sealed 
envelope, the results the letter brought. Meeting night a Board of Experts, 
composed of Hunter Snead, Dick Messner, and Lewis Kleid, read each letter, 
gave individual opinions on the probable results, asked the group for their 
guesses—and then the actual results were read. A grand time was had by 
all—particularly by the members who succeeded in fooling the experts. On 
the whole, though, the experts came pretty close in their estimate of returns. 


At the previous meeting, officers were appointed to serve until the regular 
election of officers in May. They are: President, Sam E. Gold, Advertising 
Manager, Lignum-Vitae Company, Jersey City; Vice President, Charles H. 
Snyder, 270 Madison Avenue, New York; Treasurer, Robert Lees, Chase 
National Bank, 18 Pine Street, New York; Secretary, Muriel DeGre, D. H. 
Ahrend Company, 52 Duane Street, New York. 


Now that they have embarrassed the experts, the Club plans to bring 
some of their own members down to earth at the next meeting, when they 
will have typical consumers present to tell what they think of direct mail 
advertising produced by members of the Club. We'll let our readers in on 


this in the next issue of THE REPORTER. 


Philadelphia, too, has a Direct Mail Advertising Club headed by George 
Pfeiffer, 3rd, J. B. Lippincott Company (Chairman) ; Earle A. Buckley, The 
Earle A. Buckley Organization (Treasurer); and A. M. Devoe, The Farm 
Journal (Secretary). 


Chairman Pfeiffer sent us the outline for the next two or three meetings 
of the Philadelphia Club, and the following information: 


“Last month we decided to attack ‘What to do with your letter after it is written.’ 
I imagine we will need at least two more meetings to clean up this problem. We are 
finding it more effective to have a “Temporary Chairman and two End Men’ to kick 
the questions around among them and then drag in the rest of the crowd. This par- 
ticular topic is being handled by Carl Hillman of Curtis Publishing, Phil Jones of 
Lippincott, and H. Thoenebe of John Falkner Arndt & Company. 


“As you know, we organized late last Fall. Since then we have had some excellent 
programs, two of the outstanding ones being: a session on letter writing at which Earle 
Buckley presided, and a session with the post office. As you can see, we have some 
of the largest mailers in Philadelphia with Curtis, The Farm Journal, and Burpee 
sending out millions. We are being picky and choosey about accepting new members, 
but we are growing every month.” 


Perhaps the examples of the New York and Philadelphia Direct Mail 
Clubs will lead to the organization of similar clubs in other cities. And for 
those who have no Direct Mail Club available, we shall continue to report 
the meetings of the local group. Maybe other readers feel like L. A. Grinton 
of Anabolic Foods, Los Angeles, who writes: 


“Lucky are these thy graduates who can sit in on bull sessions with such men 
as Nick Samstag and Chet Sloane! It is white of you to pass on reports of these 
sessions for those of us who can’t or won’t live in New York. The stuff you give 
us is stimulating.” 
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CLEANING A MAILING LIST 


The William Feather Magazine, house organ for the house organ-cre- 
ating William Feather Company, 812 Huron Road, Cleveland, is an excellent 
example of the service the company has to offer. 


In January they stitched a card in each copy of the magazine. On the 
card was printed the reader’s mailing stencil. They asked the reader to 
verify the correctness of the stencil and return the postpaid card. 


907 cards were returned from 1,117 magazines. 


In February another card was stitched in the 610 magazines going to 
readers who had not returned the first card. From these 610, 220 cards 
were returned. Which left 390 who did not return either card. 


Says William Feather, in the March issue: 


“We have no intention of removing anybody from the list because his card was 
not returned, because our purpose was to prove the futility of enclosing cards as a 
... We paid $45.54 


means of measuring the effectiveness of this form of advertising. 
to find out something which we already knew. 


“We have always contended that the user of a house organ should evaluate its 
usefulness by some method other than cards. His salesmen, by talking to customers 
and prospects, can find out what they think of it, and the general correspondence of 
the company will supply a fair picture. 

“Cards will be returned in gratifying numbers, but no device, including the offer 
As a method of clearing and 


cleansing a mailing list of so-called deadwood, a card is a 


of a $5 bill, will produce a 100 per cent return. 


waste of money and a 


nuisance to a substantial part of the list. Whether a name belongs on the mailing 


list of a house organ is a matter for the publisher to decide. A third of the readers 


will give him no help at all.” 


HOUSE MAGAZINE FILLER 


Add this item to your list of jokes, puzzles, quizzes, etc for use as fillers 
in your house magazine. 


Write down your house number. 
Double it. 

Add five. 

Multiply by fifty. 

Add your age. (Don’t cheat.) 
Add 365. 

Subtract 615. 


In the result, you will find that your house number is to the left and your age 
to the right. 


The above item taken from the January issue of “Envelope Economies” 
... fine, four page h.m. of the Tension Envelope Corporation, New York 
City. Tension has already credited it to R & R Service & Midcontinent Life 
Bulletin. The editor added a line at the bottom.—‘We didn’t believe it 
either!” Neither did we! 
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A REAL DIME 


THE HEADING Is “Buddy, can you spare a 
DIME?” in red letters. The 
Ben Burk, Inc., Distillers. The recipients 
—jobbers’ salesmen for Old Mr. Boston 
Dry Gin. The purpose—to persuade each 
salesman to buy a copy of LIFE Magazine 
in which Old Mr. Boston is advertised for 
the first time. 


sender is 


(Actual dime attached.) 





“BUDDY, can you 
spare a DIME ?” 
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To be doubly sure the salesman will 


see the Old Mr. Boston ad, a proof is at- 
tached to the dime letter. A clever way 


of merchandising national magazine ad- 
and 


were willing to bet that a goodly number 


vertising to jobbers’ salesmen 
who received the letter actually did spend 
the dime to buy the copy of LIFE. 


DOCTORS GOOD PROSPECTS 


THE MEDICAL PROFESSION, as a group, was 
found to be one of the most faithful readers 
of direct mail, according to a survey in 


the Chicago University Journal of Business. 


The average doctor receives four pieces 
of advertising through the mail every day. 
Over eighty per cent of his mail is opened, 
regardless of whether or not it is of a medi- 
cal nature, either by the doctor himself or 
by an assistant. And seventy-nine per cent 
of all the doctors having assistants see ALL 
of their advertising mail before its final 
disposal. 


It seems to us that doctors are mighty 
fine people to have on one’s mailing list! 


Above item also taken from January 
issue of “Envelope Economics” the 
four page h.m. of the Tension Envelope 
Corporation, New York City. 











“HOW MUCH'IS A 
CUSTOMER WORTH?” 
JULES PAGLIN of Porter's. New Orleans. 


takes up the debatable question again and 


sends this interesting slant: 


“To take the customers and divide by 
the volume doesn’t mean a doggone thing. 
They did that here for years and when 
they got through. our average customer 


figure wasn’t worth very much. 


“Last vear | had a young Tulane stu- 
dent make a statistical survey from actual 
ledger sheets of customers. The facts were 
exciting and interesting . . . knotking the 
old figure into a cocked hat. 


“Survey the actual customer records for 


worth. No matter whether cash or charge. 


“You will find that there are so many 
worth $150... so many worth $100 
so many worth $75 and a whole lot 
worth $50 and under. When you have 
that, decide which ones you want to keep 
working on (or how intensively) and you 


have your problem solved. 


“You cannot bulk sales information any 
more than you can bulk all mailings to 
regard to purchasing 


a list without 


power. 


PUBLIC RELATIONS 


“SOLD AMERICAN” is the title of a 24 
page booklet published by the American 
Tebacco Company, 111 Fifth Avenue, New 
York, in the interest of its suppliers. It’s 
an interesting use of Direct Mail, and, in 


this case. well handled. 


The title is printed in gold script letters 
across a silver gloss cover. In small white 
letters all over the silver front and back 
covers are printed the names of the 2,300 
business enterprises which supply The 
American Tobacco Company and its sub- 
sidiaries with the endless variety of com- 
modities and materials it uses in its every- 
day operations. The imprint of a package 
of Lucky Strike cigarettes appears in ac- 
tual size and colors, on the second and 


back covers. 


The hooklet is well-printed and_ illus- 
trated, and the story is told in an interest- 
ing and convincing way. Two facing pages 
near the end list the products The Ameri- 
can Tobacco Company buys from its sup- 
pliers—-a long list, from Accessories to 
Uniforms—and the products they offer the 
public. 


A very good use of Direct Mail—used 


all too seldom. 
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OLD CUSTOMERS PROVE BEST BETS 


C. Moffat, The L. T. Watkins Ltd., Wellington, New Zealand, sends us 
enother interesting report on a mail order campaign he conducted to sell a 
product to business executives: 

Talk about those old customers—neglected by so many of us—here are the results 
of a recent mail-order campaign, supervised by the writer, to sell a product to business 
executives, 

The ‘set-up’ of the three letters used was—-a multigraphed letter, with caption 
heading and facsimile ink signature, 2-color circular, order form, ordinary reply en- 


velope, mailed in a postage saver envelope under ‘2d. postage (advertising rate). 


Ist letter—Old Customers 18% orders 

2nd “* —Old Customers 6.7% 
Prospect list *A’ 2.39% 

ie Old Customers 3.2% 


Mail order customers of another product 6.3% 
Prospect list *B’ 1.9% 


Old customers as usual proved the best bets-—60% of the business coming from 


them and at a much lower sellipe cost—the selling cost of the first letter being only 10%. 


The third mailing was used for making a test to see how many people would send 
cash when offered a 5% special cash discount—prices being put up to allow for this— 
and 46° took advantage of the offer. 


This compares favorably with the figure 35-40% cash orders mentioned by Max- 
well Droke when a premium closely related to article featured is offered (The Reporter). 


The ordinary reply envelope was used instead of the business reply because we 
have found by test that firms or individuals at their office address are just as willing to 


pay the return postage. 


PROMOTING PRINTING 


Last month we editorialized: “It is too bad that the direct mail industry 
cannot get together and stage a cooperative campaign to teach, preach and 
explain the advantages of direct mail.” 


The March issue of PRINTING writes of a group which might furnish 
the answer to the above prayer. It is the non-profit group called Graphic 
Arts Sales Research Associates, which is making a scientific attempt to find 
out something about how printing is sold and how it can be sold better. To 


quote from PRINTING: 


Its first project has been the preparation of 10 point-of-sale presentation portfolios 
for printers. Each portfolio deals with an individual market for printing. The list of 


portfolios includes: annual reports; institutional books: industrial catalogs: house 


organs; advertising reprints; retail visuals; menus and programs: wine lists and 


catalogs: letterheads and advertising blotters. 
u 


Through the cooperation of leading printers in five different loca'ities, the effec- 
tiveness of these portfolios as sales helps is now being tested by more than 2,000 
separate customer calls. These calls are being made by the sales staffs of William E. 
Rudge’s Sons, Inc., New York: Baker, Jones, Hausauer, Inc., Buffalo: Case. Lockwood 
& Brainard Co. Hartford: William F. Fell Co., Philadelphia. and John P. Smith 


Co.. Ine.. Rochester. 


\ complete record is being kept of each eall, including an analysis of customer 
reactions and statistics of actual business done. \s soon as the test period is finished. 
this information will be tabulated and the results will be made known to the tirade. 

A big step in the right direction. Congratulations to Graphic Arts Sales 
Research Associates. 
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 ¢ Direct Mail Ideas > FREE 


The LOUIs ALLIS Co 
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° HIS FREE “Idea Portfolio” is packed with inside coating tor fine-screen halftones. Greater opacity, 
[lustrated Letters successfully used — by too, and many colors including a new Gold and Silver 
others to increase their Direct: Advertising which take regular inks beautifully by either offset 
results. You'll find stimulating ideas which or letterpress. 


can be readily applied to your own program. 


| Hlustrated Letters can play an important part in 
They are printed on the new improved Direct Sales your campaign this spring and summer. You'll find 
Bond—that powertul combination of Sales Letter on the portlolio genuinely helpful in your planning. We 
the front, plus Pictures and descriptive printing on the wits adil as tela me A pgp BORE AI ney LARS 
inside: spread—all in one attention-compelling piece. as an opportunity to demonstrate the effectiveness ol 


You'll like this new improved paper. It has a fine this unique Illustrated Letter paper. Please make 


white bond surtace for vour letters and a satin-smooth request on your business stationery. 





THE APPLETON COATED PAPER COMPANY 


3041 WISCONSIN AVENUE APPLETON, WISCONSIN 
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INDUSTRIAL SAMPLING 


FROM HANDY & HARMAN, 82 Fulton Street 
New York City, came an interesting mail- 







§ 
this 
our Idea 


of 
Direct Mai 


pyre be perfectly frank. Too 
many business men do not 
really understand the function of 


direct mail, the important special- 
ized sales job it can do for them. 


ing advertising Easy-Flo, low temperature 
brazing. On the letterhead front of a four 
page, cover stock folder, is a letter, printed 





in two colors, and a clipped-on sample part 
—a piece of stainless steel and a piece of 
brass brazed together with Easy-Flo. In 


the lower right hand corner of the letter, 





printed in a red rectangle, is the explana- 
tion of the procedure followed in making 
this piece. Inside, in two colors and gold, 
are illustrations of tests to be made with 





this joint, explanation of the advantages 
of Easy-Flo, and an invitation to ask for 





a demonstration. The back page has 
squares to be checked for literature and 
metal joining information, and can easily 





be detached from the rest of the folder 
and mailed to Handy & Harman. 


ov 
Ss 
| 





Direct Mail is on'y form of advertising 
in which you can sample or demonstrate 
your product or service. There are thou- 
sands of possible showmanship devices. 
Strange . . . so few know how to use 
Direct Mail to its fullest extent. 


Stick a piece of string, a coin, a e 


stamp to a_ letterhead —run_ the 





salutation in big red letters panic SUPERB COLOR CATALOGUE 
them with pop-ups, with trick stuff “<——. 

and fireworks. That, to many, is IN A 7 X 10, 64page full color litho- 
direct mail. graphed catalogue, Group Trade Expan- 


sion, Inc.. 51 East 42nd Street, New York. 


have displayed their wares in the most 


*s 


We've recommended occasional “stunt” mailings to our clients. But 
direct mail, as our clients know it, has a much more solid and useful , + ae 

" rege csgth : dramatic and enticing photographs we've 
purpose. For them, it is a practical merchandising tool—feeding sales ait ities Diels: ies 
see é me Pe 
leads to salesmen or giving them support. securing the interest and 


cooperation of jobbers and dealers, introducing new products, getting The wares are the premiums available 
new customers, keeping present customers sold, and recovering those to housewives through merchant members 
who have been lost. of the organization. They include 129 


: . : , , . . items, from Aluminum Beverage Sets to 
Direct Mail, following tested techniques, is a “‘major league medium” ie 
Vacuum Cleaners, and range in “price 


for any advertiser selling to selectire markets. What is more, it can = 
from 9 to 1490 Trade Tokens. 


increase the effectiveness of other promotion and advertising, because 
it supplements and supports these activities so well. A majority of our 


Ivan Dmitri deserves a gold palm—or 
clients use publication advertising and other media, are regularly 


something—-for the color photographs. 


served both by a general advertising agency and by Dickie-Raymond. Dhanifos ‘wenn. 

These are days when fundamental, result-getting promotional methods . 

are of increasing importance to you. If you would like to know the 

new part that direct sales and promotional methods can play for you THUMBS UP 

in answering present problems, send for our “Specialized Counsel” nto 

Booklet. It will be sent without cost or obligation—if you will simply FOLLOWING PARAGRAPH is taken from a re- 
request it on your business letterhead. cent issue of Grey Matter, the twice-a- 


month house magazine of the Grey Ad- 
vertising Agency, 128 West 3lst St., New 
York: 


a“ a Se. ae RE ~~ %, ieee: a ee a ae Se ES ae ee 
* BF ROR RE BENS aaa Ek ee oo DON. SS TO 








= “WHY NOT SUBSCRIBE TO ENG- 


e e © LISH PUBLICATIONS? We’re not pro- 
Dichie-Raymond, Ine. moting circulation for English magazines, 
> newspapers, trade papers. But we do be- 


lieve that advertising and sales executives 
would find it worth while to get several 


MERCHANDISING & SALES PROMOTION COUNSEL, DIRECT ADVERTISING E 


80 Broad Street, Boston 521 Fifth Avenue, New York 
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of these publications regularly. You'll find 
advertising that will thrill you, astound 
you, perhaps leave you with ideas for use 
right at home. You'll see manufacturers 
advertising, although oversold; manufac- 
turers handling price-rise problems; manu- 
facturers dealing with problems of substi- 
tute materials, compulsory changes in 
packages. etc. Some advertising problems 
that we may have to face six months 
hence, they are facing right now. There's 
loads to be learned from our English ad- 


vertising cousins.’ 


To which The Reporter adds. “You 
can learn a lot from their current Direct 
Mail, too.” In spite of paper shortage 
and all the changes in English life and 
business wrought by the energetic Mr. 
Schicklgruber, Direct Mail is being pro- 
duced—Direct Mail that reflects the spirit 
of the times—and the spirit of a gallant 
people. There's nothing whiny about it, 
no self-pitying excuses, no ranting or rav- 
ing. Just a matter-of-fact facing of things 
as thev are, with the implied refusal to 


submit to them. 


Among the pieces that reached the Di- 
rect Mail Center recently were two from 
Glaxo Laboratories. One, the “G.  L. 
Journal.” is Glaxo’s House magazine. 
Before the war it was quite a thick pub- 
lication. The size has naturally been af- 
fected-—but not the quality or the helpful 
information in it. The other Glaxo piece 
is a folder sent to doctors, in which the 


war theme has a logical place. 


Two pieces by Harry Burgess, advertis- 
ing the American film, “They Knew What 
They Wanted,” didn’t mention the war at 
all—but they made us realize how fortu- 
nate we were to enjoy this movie without 


the interruption of an air-raid alarm. 


BUSINESS AS USUAL 


While the mail from London may be 
slower than it was a year ago, it does come 
through—and brings . . . the house maga- 
zine MODERN MAN from Austin Reed, 
Ltd. of London. In spite of hell and Hit- 
ler, it’s a beautiful issue, with outside 
covers lithographed in color, inside covers 
showing pencil sketches of the interior 
of Austin Reed’s Regent Street store, and 
12 very interesting pages. Articles include 
“The Inside History of a Home Guard,” 
“The Food of War,” and “The New Brit- 
ish Week-End in Country and Town,” 
along with other good examples of British 
grit and humor. 
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How Jackson Hit the Jackpot! 








YOU COULD ALWAYS COUNT on Jackson 
to come through with a honey of an 
idea for a direct-mail job. But as for 
the returns—well, even Jackson had 
to admit they were somewhat less 
than terrific. 


TROUBLE WAS the budget didn’t allow 
much for production. So by the time 
the job was printed, Jackson’s ten- 
dollar ideas looked like two cents... 
and pulled accordingly. 


BUT THIS TIME he really hit the jackpot. 
Just look at him...snowed under 
with returns. And all because he took 
a tip from his printer. 


“PUT THIS JOB on Hammermill Opaque,” 
the printer suggested. ‘‘Opaque? 
Sure it is... there’s no show through 
to bother even when you print on 


HAMMERMILL 


OPAQUE 


MADE BY THE MAKERS OF HAMMERMILL BOND Position 





both sides. And it’s also Jight in 
weight. So you'll save on paper and 
save on postage. Use these savings 
to buy better artwork, better print- 
ing, an extra color.”’ 


JACKSON DID IT... so can you. Make 
your next mailing click by printing 
it on Hammermill Opaque. Send for 
packet of 50 sheets and Hammermill 
Opaque sample book with full stock 
information. Also for test card to 
check the opacity of any paper. 





See it... 
Test it... 
Sample it... 
Mail coupon 
now! 














Hammermill Paper Company, Erie, Pa. 

Please send me, free, 50-sheet test 
packet and sample book of Hammermill 
Opaque, also opacity test card. 


Name__ 








(Attach to, or write on, company letterhead 
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SUGGESTED IMPRINT? ? 


AN ITEM in a recent issue of Printing 
News carried this information: 


“To secure more recognition for letter- 
press as one of the major printing pro- 
cesses, W. Arthur Cole, Managing director 
of the Photo Engravers Board of Trade of 
New York, has sent a bulletin to local en- 
gravers, urging that they ask advertisers. 
printers and publishers whom they contact 
to insert the word letterpress in the identi- 
fying imprint used on printed pieces so 
that it reads ‘Printed Letterpress in the 


UA.” 


“The suggestion was first made by 
Royal Electrotype Co. in a series of ads in 
the trade press, which pointed out that 
printers ‘are missing a good bet by not 
using a medium that costs nothing but 
which has tremendous circulation and cu- 
mulative identity value. In suggesting that 
printers insert the word ‘letterpress’ in the 
imprint, Royal noted that lithographers 
use the line “Litho in U.S.A” 


Your Reporter can't see what value this 
would have, outside of adding fuel to the 
feud between lithographers and _ printers. 
The people who specify printing know 
whether a piece is produced by letterpress 
or lithography, and the general public, 
who cant recognize the difference, won't 
be any wiser because of the suggested im- 


print. 


We're waiting now for someone to make 
the suggestion that letters bear a_ line 
“This letter produced on a multilith, or 
multigraph, or mimeograph, or automatic 
typewriter — or something” Advertising 
shouldn't be labelled by anything. It’s 
hard enough as it is to get across the sales 
story. Let’s skip labelling. 





TO NOTE AND PERHAPS REMEMBER 


So many good things come in the mail each month it would take three 
REPORTERS to mention and describe them all. But we can’t ignore them 
completely. Here are thumb-nail sketches of some of the best. among which 


you may find an idea adaptable to your own use. 


THINGS | WANT TO REMEMBER-—a little pocket line-a-day diary supplied by 
the American Bemberg Corporation, through retail outlets, for the salesgirls and salesmen 
who sell Bemberg products. Each page carries three or four simply stated facts about 


Bemberg to help the salespeople in answering customer's questions. 


The star-spangled letter from William Butler of THE SYMBOL COMPANY, St. 
Louis. A good letter, personalized with a script name across the top in red and blue 


stars. Purpose of the letter: “To put ourselves down in the record that we will give 


troops preference when they return to civil pursuits.” 


The dramatic front cover of the “WOLF MAGAZINE OF LETTERS.” February 
issue-—an enlarged photograph of a 2¢ Washington stamp, overlaid with the current 
2¢ Army and Navy for Defense stamp. and the caption, “Washington Gives Way to 
Defense.” = 


The MARY ELLEN CLANCY COMPANY’S reprint of THE REPORTER’S, “Do 
People Read Direct Mail.” Offset reproduction of the actual pages from THE RE- 
PORTER, with message. address, and arrows India-inked at the right places. 


The C. A. VERNER COMPANY’S mailing of a folded shoe-shine bag in an 
ordinary envelope with a card saying “A shoe-shine bag to put a shine on your Vernet 


Shoes and a smile on your face... . ” 


The new Marshall and Bruce Company house magazine, FORWARD MARCH. 


printed entirely on Bristol. 


The Alumni Fund mailing of WASHINGTON AND JEFFERSON COLLEGE 
miniature reproductions of letters from contributing alumni, stapled into a small-sized 


file folder marked “Urgent Correspondence.” with a pensimile note across one cornet. 


THE GOODALL RUBBER COMPANY’S folder. giving reprints of free publicity 
their new catalogue received from trade magazines, a reprint from THE REPORTER 


as a salute from the advertising world, and space for the dealer to give Ais opinion of it. 


The very clever two-page letter used by the CATING ROPE WORKS to call 
attention to its 75th Anniversary. A 75th Anniversary is one time when advertisers 
usually go to town with diamond-studded promotion pieces. The simplicity and sincerity 


of this unusual two-page letter made it unique—-and mighty effective. 








back of your envelope. 


CURTIS 





ARTOGRAPHIC 


AMAZING NEW PICTORIAL ADVERTISING PROCESS 
THAT TURNS YOUR ENVELOPES INTO “SALESMEN” 


Your advertising message is_ carried 


“postage free” when you use Artographic. ND aesthetician ocala 

; ; ee a a a EOL 

A picture of your products or plant... or a picture showing your RE Rape sg 
products in use can now be reproduced to cover entire I State 


posers 


Clip Coupon and Mail Today 


CURTIS 1000 INC. 


Gentlemen: 

Send us samples of Artographed envel- 
opes and give complete details about this 
new ‘pictorial advertising’’ process. 

















Write to nearest plant 





342 Capitol Ave 


HARTFORD 


ICQOO University Ave 


ST PAUL 


1814 — 40th St 
CLEVELAND 


INC. 
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“STANDARD 


HE new 1941 Standard Advertising 

Register, the 26th annual edition, will be 
ready for distribution in April. Now is the 
time to enter your order for this valuable 
service. A majority of users prefer the 
Standard Advertising Register and com- 
plete service for the reason that they have 
found it to be the most complete and accu- 
rate of its kind; serving them as a depend- 
able source of data on national and sec- 
tional advertisers and advertising agencies. 

The Standard Register lists over 12,000 
national and sectional advertisers. It gives 
the executive personnel of the advertiser: 
including advertising manager, sales man- 
ager, divisional managers, etc. It shows the 
agency or agencies placing the account, in 
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is first choice 


most instances with the agency account 
executive. It outlines the distribution of 
the advertiser’s product and shows the ad- 
vertising media used and time of year when 
advertising budgets are made up. 

In fact, whether you sell space, time or 
material, it gives all necessary information 
to effectively solicit the advertiser or agency 
either by mail or in person. Get more in- 
formation about this valuable service. 


Write our nearest office 


NATIONAL REGISTER 
PUBLISHING COMPANY 


INCORPORATED 


NEW YORK CHICAGO 
330 W. 42nd Street 333 N. Michigan Avenue 


THE RED BOOK.,."THE ADVERTISING WHO'S WHO 
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RED LION TE 


Ask vour printer to advise vou in the seleetion 
of a paper for yvour booklets. broadsides. pam- 


phlets, brochures and direct mail. 





From him you will learn that the beauty of 
Red Lion ‘Text is supplemented by unusual 
printability in all processes. 

Thus. in addition to the crisp, attractive 
reproduction of your designs, you are assured 
more practical, low cost results with Red 
Lion Text. 

Your Rising merchant will vladly supply 


sample sheets or dummies of Red Lion Text. 





Bistngy Fuper Company ¢ Housatonic, Massachusetts 
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In an effort to get authentic 
answers to questions concern- 
ing unusual Direct Mail, THE 
REPORTER conducted an unher- 
alded survey ... a survey 
which could not be operated 
on a large-scale, mail ques- 
tionnaire basis. We personally 
contacted advertising man- 
agers, creative printers and 
designers who have had known 
Success in creating unusual 
forms of Direct Mail. 


This survey concerns itself 
solely with methods and prac- 
tices of creating and pro- 
ducing Direct Mail that is 
different from the accepted 
standard forms. 


In Direct Mail Advertising 
there are some twenty-five 
recognized forms (such as 
letters, folders, booklets, 
brochures, catalogs, blotters, 


post cards, etc. ). Each of 
these forms has many different 
possible (but regular ) sizes, 
shapes and appearances. The 
majority of advertisers limit 
their use of’Direct Mail by 
constantly employing the easi- 
est-to-plan-and-produce forms. 
The first consideration in 
booklet planning seems to be 
whether the number of pages 
of a certain size will cut 
evenly out of a given sheet 
of paper. 


Admittedly, there are many 
Direct Mail operations where 
standardized formats are ad- 
visable ... even necessary. 
In many fields, custom has 
dictated adherence to filing 
sizes. But, even in these 
cases unusualness can be a- 
chieved through some novel 
departure from normal, within 
the limits of a fixed size. 


This REPORTER survey should 
not be construed as an effort 
to promote or endorse tricky 
mailing pieces. It is not in- 
tended to discourage the use 
of customary formats. 





This survey simply places 
available information about 
unusual Direct Mail in one 
reference index ... and shows 
by analysis and example how 
to (1) arrest attention (2) 
demand reading (3) get action 
(4) lend realism by getting 
away from conventional sizes 
and specifications. 
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A SURVEY OF UNUSUAL DIRECT MAIL 


BASIC REASONS FOR BEING DIFFERENT 


There are three basic reasons for using unusu- 


al mailing pieces. 


FIRST - to achieve a change of pace ina long 
Or continuous campaign directed toward a more 
or less stabilized mailing list, 


SECOND - to demonstrate or visualize selling 
points. Unusual formats can be employed to add 
the ‘‘Say it with Flowers’”’ technique to Direct 
Mail. 


THIRD - to dramatize consumer use or benefit 
.. in order to overcome (1) Auman inertia and 
(2) competition for the prospect’s attention 
and patronage. 


OBJECTIONS TO UNUSUAL MAILING PIECES 


A description of the known ways of producing 
the unusual in Direct Mail should be preceded 
with an outline of the objections. 


FIRST-- don’t use any unusual or tricky format 
unless there is a real reason for it. Manyad- 
vertisers are tempted to use so-called trick 
mailing pieces, simply because they see some- 
thing similarly clever used by some one else. 


SECOND - be sure of your audience. Use same 
good taste and judgment in selecting unusual 
mailing pieces as you would use in your 
copy writing to a given audience. 


THIRD - don’t use unusual or tricky pieces on 
the spur of the moment - just to be different. 
Plan your unusual pieces carefully, in advance, 
along with the rest of your merchandising 
campaign. 


FOURTH - be sure the finished job will look 
right when it reaches each recipient. Many 
good ideas go wrong due to amateur handling. 
For example, in die-cutting, be sure you use 
the right weight of stock; with tip-ons, be 
sure they will stay on; in sampling, be sure 
they are packaged right, etc., etc. 


FIFTH - realize that only a limited number of 
producers are equipped with machinery and ex- 
perience to handle intricate, unusual formats 
properly. Some printers have discouraged the 
use of die-cuts because they are not equipped. 
Avoid disappointments by employing exper ienced 
production facilities. 


SIXTH - appreciate the limitations of tricky 
forms and abide by those limitations. Fol- 
low the advice of experienced designers who 
know what can and cannot be done. 


Under objections, we have not listed cost, 
because cost is not of primary importance when 
the jobs to be done, and when the returns 
anticipated, demand exceptional handling. 


A final rule or warning should be printed in 
large letters, framed and hung in clear view 
of every planning desk -- 
‘*‘Don’t make your Unusual Mailing Piece so 
clever that the recipient will remember your 
cleverness rather than your offer.” 


THE REPORTER survey - from this point on is 
divided into three logical sections. 


|. THE SIX BASIC FUNCTIONS OF UNUSUAL PIECES 


To give an exact picture of the product 
To show motion or use of product 

To tie in with story 

To make explanation clear 

To dramatize the offer 

To get attention (pure design) 


AUS WR 
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2. THE TEN METHODS OF GETTING AWAY FROMTHE USUAL 


Die-cutting 

Tip-ons 

Gadgets 

Transparency 

Embossing 

Samp ling 

Trick folds or unusual shapes 
Pop-ups and motivated devices 
Physical appeals to senses 
Unusual materials (with suggestions 
on technical details) 


OMAN AMN WH 
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3. REACTIONS AND ADVICE FROM USERS 


1. Do you believe that die-cut, tip-on, 
gadget, or trick fold pieces get more 
favorable attention than ordinary for- 
mats? 

2. Who originates the big idea for your 
unusual pieces? 

3. What are your best sources for pro- 

duction? 

. Has additional cost been justified? 

. Do you plan to continue your Direct 

Mail along unusual lines? 

6. From your experience, what advice 
would you give to people who want to 
get away from usual forms and create 
dramatic pieces? 


nS 


Among those who assisted in the planning and exe— 
cution of this survey by attending personal con- 
ferences were — Guy Hodges and Bob Smith, Design- 
ers; Briant Sando and W. Bryce—Delaney, advertising 
counselors; Frank Sohl, Githens—Sohl Corporation, 
William Williams, ‘obel—williams, and §. Stanley, 
creative printers; Charles Morris of J.E. Linde 
Paper Company, Donald Gilpatric, Fox River Paper 
Company, Hubert Foster, Mead Sales Company, and 
William Freedman, Die-cutting Specialist. Others 
who assisted are apparent by the references to 
their work. Valuable informat ionwas also furnished 
Dy the Research Libraries of the Direct Mail Ad-— 
vertising Association and the New York Employing 
Printers Association. ; 











A SURVEY OF UNUSUAL DIRECT MAIL 


BASIC FUNCTIONS OF UNUSUAL DIRECT MAIL 


FUNCTION |. To give an exact picture of the 
product. 


A product can be visualized by using a photo- 
graph, a blueprint, or an artist’s drawing in 
a conventional printed page. But many design- 
ers ... seeking a fresh approach have found 
a way to ‘‘steal the show” in product presenta- 
tion by using ingenious construction. Method 
most commonly employed is to die-cut the printed 
page with an outline of part or all of the 


product presented. 


Here are typical examples to illustrate Func- 
tion l. 


AMERICAN LAUNDRY MACHINERY COMPANY, Cincinnati, 
Ohio, uses an intricate third dimensional die-cut 
card to show exactly how their equipment looks in 
a laundry. It’s printed in two colors on heavy 
card stock. Recipient folds along scored lines and 
forms a miniature room with product proportionately 


placed. 


SINGER SEWING MACHINE COMPANY - to introduce its 
**Singer Form” to home dressmaking market - used a 
novel three-fold circular. Front page is die-cut 
to reveal what appears to be a dress draped on a 
form. Title ‘‘If It Fits Your Singer Form.’’ Turn 
the page for rest of title . **It Fits You!” Full 
length live model is revealed. Anexact description 
of product. 


CHICAGO PNEUMATIC TOOL COMPANY issued a twelve 
page booklet die-cut in the exact size and ap- 
pearance of ‘*The Midget, ’’> the newest and smallest 
Universal Electric Tool. Reader is urged to ‘‘Fit 
your fist to this facsimile.” 


LINE MATERIAL COMPANY of South Milwaukee, Wiscon- 
Sin, issues a four page folder die-cut in the ex- 
act shape of a Type ‘‘C’’ Lightning Arrester. One 


FUNCTION 





inside page was used to show a cross-section of 
interior construction. 


NASH ENGINEERING COMPANY OF SOUTH NORWALK, Con- 
necticut, use a novel eight-page booklet to de- 
scribe a Glass Centrifugal Pump. First four pages 
are die-cut so that different parts of the machine 
are exposed when pages are turned. 


MINNEAPOLIS -HONE YWELL REGULATOR COMPANY of Minne- 
apolis, Minnesota, use a die-cut folder to picture 
exact appearance of new streamlined automatic 
thermostat. 


GENERAL ELECTRIC COMPANY of Schenectady, New York, 
released an eight page booklet die-cut in exact 
appearance of a Vertical Hollow-Shaft Induction 
Motor. Inside pages show cross-sections of internal 
construction. 


REMINGTON-RAND, Buffalo, New York, uses a die-cut 
Circular which exactly pictures the shape of ‘‘Safe 
Cabinets.” 


FOWNES BROTHERS & COMPANY, New York City, furnished 
dealers small circular resembling product package 
with edge of one glove protruding. Opened, the 
circular reveals a series of gloves made realistic 
by die-cutting. 


CLUETT, PEABODY & COMPANY of Troy, New York, to 
introduce a new line of linen collars, used a die- 
cut circular resembling product package. An ac- 
cordian die-cut strip inside gives exact shapes of 
the six new models. 


SEMET-SOLVAY ENGINEERING CORPORATION of New York 
used a heavy weight four-page circular to describe 
the construction of ‘*Ignition Arch Process.” When 
opened, circular reveals and forms a third di- 
mentional die-cut tip-on showing exact construction 
of equipment. 


DICTAPHONE CORPORATION of New York, in order to 
show that the new desk model ‘‘Takes the space as 
well as the place of your stenographer’s notebook” 
uses a die-cut replica of the machine which, when 
lifted, reveals a stenographer’s notebook and pen- 
cil of the same size. 


‘> 
- 
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A SURVEY OF UNUSUAL DIRECT MAIL 


FUNCTION 2. To show the use of a product or 
service. 
A few examples: 


The manufacturer of HOTPOINT Electric Ranges pro- 
vides dealers with a 24 page booklet. Eight of the 
pages are die-cut, with cellophane inserts tipped 
in. Various parts of the range are printed on the 
cellophane inserts. By turning the pages, the 
prospective purchaser not only sees exactly how 
the range is built, but is shown how the various 
simple steps of operation will save drudgery, dis- 
appointment, etc. 


TRAVELERS INSURANCE COMPANY of Hartford, Connecti- 


cut, used a clever motivated mailing piece, em- 


phasizing dependability of Post Office. When opened, 


folder shows postman moving across page carrying 
monthly check to beneficiary. The final use of 
insurance. 


AETNA LIFE INSURANCE COMPANY of Hartford, Connec- 
ticut, used a complicated, third dimensional mo- 
tion folder to dramatize use of or need for acci- 
dent insurance in the home. The unusual format 
tells the story quickly. 


ALUMINUM COOKING UTENSIL COMPANY of New Kensington, 
Pennsylvania, mailed a motivated piece to bakers 

with action showing the baker moving pan into 
oven. 


RIEGEL PAPER CORPORATION of New York City have 
been consistent users of die-cut mailing pieces to 
dramatize the use of their waxed paper. One folder 
entitled ‘‘Its Counter Attraction’’ shows a hand 
reaching fora loaf of bread. The waxed paper shows 
through the die-cut both as a sample of the pro- 
duct and its use. 


DUPONT COMPANY of Wilmington, Delaware, forcefully 
pictures the use of Dulux paint in combating weather 
by employing a die-cut transparency tip-on over 
the picture of a large truck. Printed on the cel- 
lophane are symbolical drawings of snow, heat, 
rain, time. 


FUNCTION 3. To tie in with sales story. 


Most Direct Mail pieces have (or should have) 
one dominant selling theme. Many advertisers 
are uSing die-cuts, tip-ons, gadgets, pop-ups 
Or unusual shapes to tie in with the sales 
story. 


CONTINENTAL SCALE CORPORATION of Chicago, Illinois, 
in a circular to dealers stresses the fact that 
Health-o-Meter Dealers are ‘‘Hearing a Gay Tune 
These Days.’ Inside thereis an accordion folder of 
stiff bristol with top flap reproducing an accordion. 


PARENTS’ MAGAZINE, to show advertisers a country- 
wide store promotion, issued a folder entitled ‘‘I 
see by the Papers.’’ Sketch of man with arms ex- 
tended to die-cut aperture. In inside pocket, 
Miniature reproductions of full page newspaper 
advertisements from various sections of the country. 
Top one shows through die-cut to give realism to 
cover. 


NATIONAL LEAD COMPANY die-cut a booklet in the 
shape of an ear entitled, **Listen to what Users 
Say.” Inside are testimonials from twelve manu- 
facturers. 


OHIO NATIONAL LIFE INSURANCE COMPANY of Cincin- 
nati, Ohio, used a die-cut folder illustrating a 
home scene with children asking ‘‘Dad, why are you 
so SURE we can go to college?’’ Showing through 
the window is a college scene to tie in with 
the story of Dad’s insurance. 


KIDDIES PAL, New York, entitled a folder ‘*We’re 
Laying Our Cards on the Table!” The fingers of a 
slotted hand hold inserted cards which tell the 
story. 


NATIONAL CITY BANK provides out of town agencies 
with a die-cut folder in the form of a traveling 
bag, to tie in with their story on the advantages 
of Travelers Checks. 


RIEGEL PAPER CORPORATION, to illustrate their story 
**You Haven't Scratched the Surface,” has a sketched 
baker holding an actual piece of sandpaper. 


RIEGEL TEXTILE CORPORATION of New York use a die- 
cut glove to call attention to Pyronized Hot Mill 
Gloves. 


SEVERANCE LODGE at Centre Lovell, Maine, produces 
its descriptive accordion type folder in the form 
of a die-cut nut, to tie in with the title‘‘The 
Story of Severance Lodge in a Nutshell.” 


FUNCTION 4. To make the explanation of a pro- 
duct or service clear. 


Here are typical cases to illustrate an ob- 
vious function: 


REPUBLIC STEEL CORPORATION of Canton, Ohio, (Cul- 
vert Division) issues a three-wing folder to road 
builders and state officials explaining the impor- 
tance of good subdrainage. Printed transparencies 
permit a visual explanation of with and without. 


ARMCO DRAINAGE PRODUCTS ASSOCIATION of Middletown, 
Ohio, also explains the importance of undersurface 
drainage in road building by using a colored cel- 
lophane insert. White lettering on the removable 
red cellophane covers the orange lettering on the 
sketch underneath. 


FRUIT DISPATCH COMPANY of New York use a neatly 
varnished envelope which bears on the outside sug- 
gestions for merchandising and displaying bananas. 
A sliding card inside reveals in little die-cut 
Windows what the retailer should charge per pound 
in order to make various percentages of profit. 


SINCLAIR REFINING COMPANY of New York City has an 
intricate but easy-to-understand die-cut folder to 
explain to motorists ‘*‘The 7 Things We Do When We 
Sinclair-ize Your Car.’’ The reader lifts the body 
and parts off the car and sees what is done under- 
neath. The reader can even take off a wheel by 
pulling down a die-cut flap. 


C.A. DUNHAM COMPANY of Chicago uses the imprinted 
cellophane insert in a die-cut aperture technique 
to explain and dramatize the difference between 
Ordinary and Dunham System of heating. 


BARRETT COMPANY employ a unique and economical 
die-cut flap on the inside of a roofing circular 
to give a clear and concrete demonstration of how 
Tite-Lap Shingles fit together. 


UNITED STATES REALTY & IMPROVEMENT COMPANY of New 
York wanted to dramatize the location of Trinity 
Building at 111 Broadway. A four-wing folder on 
stiff bristol, when opened, revealed a colored map 
of the financial district of New York, and stand- 
ing in the proper place in third dimension, erected 
by the opening of the fold, is a cardboard model 
of the building itself. 


The manufacturers of HOTPOINT Electric Dishwashers 
inserted imprinted cellophane in simple envelope 
enclosure for dealers, to explain how HOTPOINT 
furnishes new freedom from woman's most disagree- 
able task. 
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DUPONT COMPANY imprinted a tipped-in transparency 
to explain how Dulux Paint cuts cost by protecting 
the ‘*Hard Wear” points. 


COSMOPOLITAN MAGAZINE use similarly constructed 
slide envelopes with statisticson reader interest, 
buying power, or color values showing through die- 
cut windows. 


Clearness and Brevity are essential in all 
selling ... especially in Direct Mail selling. 
Exceptional formats are helpful in making ex- 
planations brief ... clear. 


FUNCTION 5. To dramatize the offer. 


Out -of -the-ordinary Direct Mail construction 
can be employed to high-spot at a quick glance 
the offer which is being made. 


HORWITZ AND DUBERMAN of New York used a booklet 
die-cut in the shape of a leaf to dramatize fall 
fashions. 


The promoters of MONEL METAL supplied laundries 
with an attractive die-cut booklet resembling a 
bunch of bubbles ... to dramatize the story that 
laundry washed in Monel looks better and lasts 
longer. 


AUTOMOBILE: INSURANCE COMPANY of Hart ford, Connecti- 
cut, insures cameras. To dramatize the offer to 
camera owners, their booklet was die-cut in the 
shape of a camera. 


ACACIA MUTUAL LIFE INSURANCE COMPANY dramatizes 
retirement income with a simple technique. The 
cover is shorter than the inside pages. First in- 
side page reproduces ends of a check andthese ends 
seemto extend from the top and bottom of the book- 
let. 
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PANGBORN CORPORATION of Hagerstown, Maryland, uses 
a die-cut line of clothes on a blended color cir- 
cular to dramatize its offer ‘‘It’s Time to Get a 
Line on Metal Cleaning, Too.” 


RKO RADIO is a consistent user of dramatized Direct 
Mail pieces. One of best promoted ‘*My Favorite 
Wife.’ To dramatize story of Cary Grant’s troubles 
in being married to two women at the same time, 
RKO used one of those motivating devices where the 
second girl's head slides up as folder is opened. 


SAKS FIFTH AVENUE dramatize their Summer vacation 
offers by issuing small booklet resembling a hand- 
bag. All pages inside are in an accordion strip 
with each pictured offer having its own order form 
on the reverse side. 


BENDIX WASHING MACHINE COMPANY use a die-cut flap 
on a circular sent to *‘Undecided Husbands’ tq 
dramatize and simulate offer of a magic wand gift 
symbolizing the washer that will come after Christ- 
mas. 


BORG-WARNER COMPANY supplies dealers with a small 
envelope stuffer containing an imprinted cello- 
phane insert in front cover. First picture shows 
woman shoveling coal. Picture changes to freedom 
from basement drudgery when transparent cover is 
lifted. 


WINTHROP CHEMICAL COMPANY, New York, advertising 
to professional men, use appropriate die-cuts to 
dramatize offers. One example has three symbolical 
heads (man, woman, child) registering pain as 
attention winners for Analgesic Medication. 


ROYAL TYPEWRITER COMPANY uses a die-cut blotter 
showing machine and long sheet of typed paper to 
dramatize idea that Royal Portables are in more 
than 100,000 ‘homes. 


HOTEL NEW YORKER used an ‘findividualized balloon” 
letterhead with figure of a man pointing to a 
sealed door and saying ‘*Only you, Mr. (Name) may 
open this door!*’ The door is sealed with a strip 
of adhesive. Break the seal, open the door of .. 
a New Yorker bathroom. The letter tells about the 
new Protecto-Rayed Bathroom. 
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CLARIDGE HOTEL in Atlantic City dramatized a spe- FAWCETT PUBLICATIONS startled the advertising 
cial Thanksgiving Holiday at The Claridge by show- fraternity by issuing a folder entitled **Right in 
ing a train moving between The Claridge and the your (and our) laps." When folder was opened, an 
Army-Navy Stadium in Philadelphia. offcenter strip construction kicked loose an ac- 
cordion folder (160 inches of printed material 
PHILADELPHIA AND READING COAL AND IRON COMPANY is listing names of important advertisers) into the 
furnishing dealers with a dramatic folder using lap of every recipient. 
the bad-weather-ahead flag of the weather station | 
as the die-cut attention getter for Reading's GULF OIL COMPANY dealers get extra attention by 
Trede-Merked Red Coa). mailing a miniature letter in a small bag which 
simulates a U.S. Mail Bag, with address carried on 
MUTUAL BROADCASTING SYSTEM issued a book on sta- slosapencttatallaamenche 
tistics in a humorous dramatic fashion. Produced RKO RADIO PICTURES get attention for a Kay Kyser 
like a stand-up school textbook entitled ‘‘Air-rith- picture by putting the whole story behind a die- 
metic." A pencil is fastened to the front cover. cut door in a radio set. 
enside popes ee wee eg ne enal! end REILLY TAR & CHEMICAL CORPORATION of New York City 
ending full size, so that bottom of each page is ' é‘ ¢ h ball kee a 
visible and indexed with topic. gets attention> Or its moth a s by having its 
folder die-cut in the form of a moth. 
; BARRETT ROOFING COMPANY adds distinctive design to 
FUNCTION 6. To get favorable attention ... f or its folders by usingan off center fold with little 
convenience ... or for purposes of design har- die-cift figures standing out from the specimens. 
mony - RIEGEL PAPER CORPORATION gets attentionby startling 
This final function can cover a multitude of drawings and clever die-cut combinations such as 
sins or virtues. It is in this division that one showing a baker bowling. The ball acts as the 
most mistakes of judgment are made. Here are mek to Resp fester cteced. 


some of the better ideas uncovered in THE 
REPORTER survey. 


C.J. Tagliabue Manufacturing Company of Brooklyn, 
New York, used a clever triple pop-up circular to 


get attention for the ‘*3 Questions That Pop Up in METHODS OF GETTING AWAY FROM THE USUAL 
Every Process.” 

NATIONAL BROADCASTING COMPANY in Washington, D. C., There are ten known ways of producing the un- 
demanded attention for its sales story by having a usual in Direct Mail - (1) die-cutting (2) tip- 
rabbit pop-up out of the magician’s hat when fol- ons (3) gadgets (4) transparencies (5) embos- 


d d. : ' 
er is opene | | Sing (6) sampling (7) tricky folds or unusual 
MUTUAL BROADCASTING achieved distinctive design 


nsbey? shapes op-ups and 

and told an ingenious story of elasticity of ser- (8) pop-up nd motivated devices (9) 
vice by fastening two rubber bands to the front physical appeal to senses (10) unusual ma- 
cover of its booklet. terials. 

BROKAW BROTHERS of New York City got attention for 

men’s wear offers by using a folder shaped like a (1) DIE-CUT MAILING PIECES 


golf bag. Four protruding slips showing cut-out 


ne . In spite of the popularity of die-cut mailing 
driving heads carried the sales story. 


. pieces (one expert suggested a new name, ‘‘Die- 

ROMAN STRIPE MILLS of Easton, Pennsylvania, used a namic Direct Mail,’’) a relatively small number 
die-cut balloon cover to get attention to rising 

prices in hosiery. of advertisers seem to know what it is all 

about. To the inexperienced, die-cutting ap- 


CUE MAGAZINE of New York City used a piece of wood pears to be an ex pens ive operation ... there- 


tipped on to a letter to get people to subscribe 


to Cue. **Why Knock on Wood? ... Know Where You're fore something to be avoided. 
Going before You Start!” D . 
THIS WEEK Magazine used imaginative design to fo- A SIMPLE EXPLANATION OF IE-CUTTING 
cus attention on story of reader interest. Entire 
front cover is office doorway with waxed paper The two most generally used die-cutting pro- 
insert revealing the Editor swamped with letters cesses are called: 
about parrots. : ' , 
1. High die-cutting 
AUSTENAL LABORATORIES of Chicago used excellent 2. Steel rule die-cutt ing 
folder design simulating a jewel box to get at- : —" 
tention for ‘‘Jewel-Like Beauty in Dental Restora- The high die-cutting can be eliminated from 
tions.” this discussion because high dies are used 
FEDERAL HARDWARE & IMPLEMENT MUTUALS of Minneapolis mostly for labels, and for similar pieces of 


used two die-cut optical illusion blotters solely 


simple outline used in enormous quantities. 
to get attention for their services. 


MCCREERY of New York used a circular folder to 


Steel rule die-cutting is the process used 
promote blouses ... solely to get attention by 


most generally for making unusual Direct Mail 

novel shape. , 
pieces. Steel rule dies are relatively inex- 
THOMAS B. LEE LTD. of Vancouver, Canada, use clever pensive. They can be made to straight cut, 


die-cut pieces to give unusual design to store die-cut, crease, cut-score, perforate, punch, 
promotions. Latest ‘*Fashions for Spring” folder 


. emboss and panel in a single impression of the 
has an intricate die-cut which, when assembled, P 6 P 
forms a stand-up butterfly on the cover. press. 
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The average job of die-cutting is handled in 
the following fashion. The artist makes the 
final drawing for the Direct Mail piece. The 
necessary plates are made. Press sheets from 
the actual run are sent to the die-maker, 
marked to indicate exact outline of die, po- 
sition of score rules, etc. The sheet is also 
marked to indicate ‘ and ‘‘gripper 
so that true register can be achieved in the 
die-cutter’s press. An exact outline of the 
parts of the paper to be die-cut is transposed 
to a block of wood. The wood is cut through 
with a jigsaw along the indicated lines. Thin 


’ ” 


pieces of cutting rule are bent into proper 
shape and pushed into the slots in the wood. 


When the rule is in place, small pieces of 
spongy rubber are cemented to the wooden blocks 

along the rule and in the center of the 
form. The rubber pieces are higher than the 
cutting rule. Their purpose is to push the pa- 
per away from the cutting rule after the press 
impression has been made. 





Concerning cost: As a general rule, the cost of 
a die for an ordinary small-area die-cutt ing 
job runs about the same as the cost of a zinc 
etching of the same area. However, the com- 
parison changes when the area to be die-cut 
increases. 


As a general rule, the die-cutting of a Direct 
Mail piece costs no more than the cost of 
another color on the same job without die- 
cutting. 
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Designer Guy Hodges has illustrated the four steps 
in a die-cutting job. This should make the whole 
process clear even to a professed amateur. 


We include here advice given us by Guy Hodges, 
10 Fast 40th Street, New York, entitled 


THINGS TO REMEMBER ABOUT DIE-CUTTING 


Die-cutting might be likened to cookie-cutting, 
for the printed sheet is struck by a sharpened 
steel rule bent to the required shape and embedded 
in a wooden block. The sheets are fed, one at a 
time, and later are ‘*stripped"™ in small lifts. 
Because this excess stock must be hand stripped 
it is wise to avoid extremely intricate outlines 
or lacy patterns which might be damaged by the 
operation. 


Just as a bleed allowance is made on straight-cut 
jobs, so a 1/8" bleed should be all around the 
die-cut silhouette. 


To assure accurate back-up on a two sided design 
the printer should always work to the same guide 
and gripper when turning the sheet. 


While it is possible to die-cut most any kind of 
stock, it is wise to avoid the lighter weights, 
Since they are troublesome to handle and not ef- 
fective in appearance. Heavy coated, bristols, 
offsets, and cover weights are very satisfactory. 
Where the job includes a score rule for folding, 
it is usually best to have the grain of the stock 
run across the score rather than parallel. 


Much of the final effectiveness of a die-cut 
Piece rests in the skill with which it is de- 
Signed - not the art work necessarily, but the 
way in which the die or cut is employed to 
best advantage. Wise choice of stock, direction 
of grain, freedom from weak spots -- these are 
worthwhile considerations. It will pay you to 
contact an experienced designer. 


(2) TIP-ONS 

Tip-ons constitute the simplest method of at- 
tracting attention. They can be worked in com- 
bination with all the other methods of achiev- 
ing the unusual. Here are a few examples. 


CONTINENTAL SCALE CORPORATION of Chicago, Illinois, 
usually tips on to its light weight circular a 
heavier-stock accordion-folded order device. This 
tip-on attracts extraordinary attention because of 
its unusual weight and character. 


Many concerns have used the idea of tipping on to 
a booklet or circular a mirror to tie in with the 
cover title. For example, BAKERS’ HELPER of Chi- 
cago recently used the idea with a title ‘*Take a 
Look at a man who can do a lot toward increasing 
your firm’s profits in 1941.” 

GILBERT PAPER COMPANY of Menasha, Wisconsin, tipped 
a piece of cotton cloth to a recent circular to 
emphasize the fact that their papers are made from 
cotton cloth cuttings. 


ACME STEEL COMPANY of Chicago uses a unique tip-on 
idea in the wrapper which accompanies dividend 
checks to stockholders. Each wrapper carries a 
tipped-on photograph giving one important fact 
about the work of the company. 


JOHN FULLEN, Alumni Secretary of the Ohio State 
University Association, is an inveterate user of 
tip-ons in letters collecting Alumni dues. 


The extra tip-on gets attention ... because it 


iS so unexpected. 
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(3) GADGETS 

The use of gadgets has grown tremendously in 
the last three or four years. Some people like 
them. Some people don’t. Gadgets are usually 
miniature reproductions of a larger common- 
place article. Gadgets are usually pasted to, 
tied to or punched through a letter. 


Gadgets usually appear at the top part of a 
letter adjoining the first paragraph or 
the attention getting headline. 


Concerning the effectiveness of gadget mailing 
pieces, Ed Richer of Hart Schaffner & Marx, 
Chicago, who won THE REPORTER cup for Showman- 
ship for 1940, has this to say: ‘‘Dealers and 
retailers like trick pieces. Our new set of 
three dimensional mailing pieces for Fall 1941 
is in the hands of our salesmen now and the 
Pieces are selling like proverbial hot cakes.” 


Here is a review of some of the most distinc- 
tive gadget letters. We describe gadget in 
italics and then give headline or the first 
paragraph lead-in. 


FROM HART SCHAFFNER & MARX COLLECTION 


A die-stamped half of miniature football. ‘‘The air 
is full of footballs right now! And the stadiums 
are full of Ramblers!” 


An imitation blue bachelor button. ‘‘Do you like 
a suit that has a smart, metropolitan, ‘‘flower-in- 
your-button-hole” air about it?” 


A sharpened pencil. ‘We've had to sharpen our (pen- 
cil placed here) down to a pretty fine point this 
fall to be able to bring you a suit that has as 
much quality and as much style as our Observer 
Worsteds do - at such a modest price.” 


A campaign button. ‘‘This is a campaign letter 
but it’s different from any other campaign letter 
you'll receive this fall, we'll wager that.” 


False Mustache. ‘‘Handle-bar mustaches, like this 
one, went out of style years ago. And so did snug- 
fitting, narrow-shouldered, tight-chested clothing 
for men.” 


A small spoon. ‘*You don't have to be born with a 
(spoon) in your mouth to be able to afford the 
comfort and luxury of one of our Bench Made Suits. ”’ 
KERE ARE SOME OF TKE GADGET IDEAS FROM THE FAMOUS 
PHILADELPHIA RECORD SHOWMANSHIP CAMPAIGN 

A hatchet. ‘*We cannot tell a lie -- you can’t use 
the Record alone!” 


A rabbit's foot. ‘*Luck has no part in good ad- 
vertising or in its results - 


A small fish- ‘‘Let's go fishing where the fish 
are!’ 


A miniature fireman's helmet. **Only .4% are in- 
terested in fire helmets-” 


A twisted nail puzzle. ‘‘There are two parts to 
this puzzle.” (Two parts to the story. ) 


A miniature hammer. ‘You know it as a hammer 
but to a mechanic it’s a ballpeen!” 


A compass. ‘‘Do you chart your course in advertis- 
ing or just guess ....” 


Miniature brass hat. ‘‘Here's a personal message 
to the brass hats." 


Miniature Wrench. ‘‘Tighten-up on your advertising 
policy and eliminate waste!” 


Advice of the experts: Don’t use gadgets just 
for the sake of using gadgets. A gadget mail- 
ing provides a welcome change of pace in a 
routine letter campaign. But be sure that your 
gadget mailing is in good taste and appro- 
priate to the market you are reaching. 


(4) TRANSPARENCIES 


What is meant by transparencies in Direct Mail? 
Using a transparent sheet of material, such as 
celldphane, celluloid, or plasticile instead 
of an opaque sheet of paper. By placing a sheet 
of transparent material ina die-cut aperature 
part of the picture on the next page can be 
seen. By printing part of a picture on the 
transparency itself, the scene can be changed 
when the page is lifted. By using a colored 
sheet of transparency, such as red, green or 
blue ... the colored transparency will elimi- 
nate from the picture underneath the corre- 
sponding color. Some of these transparency 
processes are covered by patents!!!! The pa- 
tents supposedly cover a continuous series of 
successive overlays of partly printed trans- 
parencies, but do not and cannot cover the use 
of plain transparencies. 


It is unquestionably true that the successful 
adaptation of the transparency idea to Direct 
Mail depends upon getting the services of a 
reputable authority on the process. The tip- 
ins are hardto handle because the light trans- 
parent sheets may wrinkle. 


(5) EMBOSSING 


Embossing, described non-technically, is a 
method of pressing or distorting the paper so 
that the type matter or the illustration is 
raised above the surface of the paper and can 
be felt by the fingers. Many companies have 
embossed booklet covers to add an element 
of distinctiveness. A recent brochure issued 
by the Standard Register Company of Dayton, 
Ohio, is a good example. Nothing appears on 
the heavy weight quality cover except their 
trade name ‘‘Formcraft,’’ in dry hot press em- 
boss ing. 


For embossing you usually need a brass male- 
and female die. The dies are expensive ... but 
not too expensive if your work requires a 
quality impression. Embossing can be performed 
without or with ink. 
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One of the most popular forms of intricate 
emboss ing - Simulates the sampling of shirts, 
ties, socks and other products where the tex- 
ture of material can be shown. It is a highly 
specialized process combining embossing and 
accurately printed color plates and there are 
only two or three organizations in the country 
equipped to perform the work. It is suitable 
only for large run productions. 


Among the largest users of this process, as 
indicated by specimens collected by THE RE- 
PORTER are: Fruit of the Loom, Simmons Company, 
Pequot Mills, and Royal Robes. It’s estimated 
that more than ten thousand retailers use em- 
bossed circulars supplied by manufacturers. 
One of the well known producers of this type 
material is Simplex Textured Reproductions, 
225 Varick Street, New York City. 


(6) SAMPLING 


You can use sampling in Direct Mail when you 
have a product which is suitable for sampling 
within the limits of a Direct Mail piece. 
Sampling is effective because it is the best 
method of picturing the products offered. 


MACY'S STORE of New York use a combination of die- 
cutting and sampling to show correct color com- 
binations of fabrics for furniture. 


C.O. JELLIFF MFG. CORPORATION of Southport, Con- 
necticut, enclose a small sample of their electro- 
lytically produced wireless metal mesh screen 

in a folder going to manufacturers who could use 
such a product in industrial production. 


FORMICA INSULATION COMPANY of Cincinnati, Ohio, 
inserts a square sample of its product in a die- 
cut circular. 


LEBANON WOOLEN MILLS CORPORATION of Lebanon, New 
Hampshire, bringing out eleven new sportswear 
fabrics, presents an ‘*All-American” selection in 
die-cut football. Inside are swatches of the eleven 
fabrics. 


STERLING CABLE DIVISION OF THE ELECTRIC AUTO-LITE 
COMPANY, Port Huron, Michigan, attaches to its 
self-mailing circular a four inch strip of igni- 
tion cable. 


(7) TRICK FOLDS OR UNUSUAL SHAPES 


It is possible to achieve unusual formats 
without the expense of dies or die-cutt ing 
by tricks of the folding machine and cutter. 


Best way to learn how to obtain unusual for- 
mats by unusual folds and cuts is to study the 
Suggestions made by many of the manufacturers 
of paper. Get in touch with your local paper 
merchants. Particularly active in idea pro- 
motion have been the manufacturers of Bristols 
such as Linton Brothers and Wheelwright Paper 
also the manufacturers of specialty papers 
such as the two-toned coated and bristol stock 
produced by Appleton Coated Paper Company. 


Here are examples of formats that are different 
only in that they are cut or folded different - 
ly from the conventional or accepted style. 


NATIONAL CASH REGISTER COMPANY, Dayton, Ohio, pro- 
duces a 20 page booklet which appears to be of 
conventional design, but pages 3, 5 and 7 measure 
3%°’, 5°’ and 7%" from the top respectively. Each 
page tells just part of the story, and when page 
is turned, another part of the description is re- 
vealed. That’s a method of getting the effect of 
transparency presentation without transparent ma- 
terial. 


SCHAEFER BREWING COMPANY, Brooklyn, New York, gets 
an unusual effect simply by folding an ordinary 
conventional form into three wings, constructing 
a left side descriptive flap which illustrates the 
adjoining copy. 

Many unusual formats can be obtained by a partial 
or off-center fold which forms part of a picture 
when the half fold is lifted. 


Unusual effects canbe created by using miniatures, 
although miniatures differ from the conventional 
only in size. For the best current example of 
clever promotion through the use of miniatures, 
ask your paper merchant to show you the Idea Port- 
folios of the Strathmore Paper Company. 


(8) POP-UPS AND MOTIVATED DEVICES 


There has been considerable controversy in 
this particular division of Direct Mail, be- 
Cause nearly everyone who originates a motion 
Or pop-up device thinks the idea is original 
and immediately rushes off to the patent of- 
fice!!!! 


Pop-ups can be handled simply by die-cut- 
ting and reverse folding. They take careful 
planning and a liberal use of scissors before 
job is ready for engraver and printer. 


Pop-ups can also be motivated by rubber-bands, 
by flexible wires or by offcenter tip-ons. 


Noteworthy current examples are: (Also see 


Part 1) 


CALCO CHEMICAL COMPANY, Bound Brook, New Jersey, 
sends a bristol mailing piece to grocers entitled 
“‘Hello again! '’ When opened, up pops ‘‘The Little 
Duchess,” a cut-out trade character who writes to 
her grocer friends in a cordial style letter. 


REMINGTON RAND of Buffalo use a pop-up to ‘‘tlag” 
the purpose of the folder ‘*4 Answers to Common 
Filing Problems. ”’ 


HELENA RUBINSTEIN achieved motion in a Direct Mail 
piece in an unusual way. Folder was die-cut so 
that when folded it makes the shape of a heart. 
When opened, various creases pop-up to form a four 
leaf clover. 


HOTEL NEW YORKER recently used two clever rubber 
band motivated pieces. Open up a folder entitled 
“‘Gala Ice Show” and the cut-out figure of a girl 
skater twirls around. Open the folder entitled 
**Dine and Dance at LaGuardia Airport” and an air- 
plane propeller spins around. Startling ways to 
get attention... butin this case most appropriate. 
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(9) PHYSICAL APPEALS TO THE SENSES 


Teachers of advertising have taught that it 1s 
possible and advisable to appeal to the five 
senses through photographs and copy. On Direct 
Mail work, some practitioners of the unusual 
have injected an actual physical appeal to the 
senses . by asking recipient to feel some- 
thing, to taste or smell a sample, to do some- 
thing unusual with the eyes or to hear. 


BILLY VAN of Pine Tree Soap fame will long be re- 
membered because he saturated his letterheads with 
the concentrated odor of pine needles. Perfume and 
other scents are gradually creeping into Direct 
Mail pieces. ELIZABETH ARDEN sends a miniature 
sample bottleof perfume inserted into a card which 
is likewise perfumed. 


HARRIET HUBBARD AYER used a novel dainty die-cut 
mailing piece to advertise Honeysuckle Perfume, 
Bath Powders and Cologne. Even a brief touch of 
the folder leaves a long lasting aroma on the hand. 


RALPH THOMPSON of Florida has used the odor of 
orange blossoms for some of his mailings. 


All Direct Mail is an appeal to sight. The 


unusual motivated forms are stronger appeals 
to the sight, because they make the recipient 


do something with the eyes. Other steps can 


be taken. 


For example, the manufacturers of WHITEHEAD MONEL 
Gas Water Heaters supply dealers with an eye exer- 
Cising consumer mailing piece. On inside spread 
the recipient is instructed ‘*‘Look Through These 
Rose-Colored Glasses - and see how our home life 
changed.'’ Attached to the circular is a pair of 
cardboard spectacles with red cellophane lenses. 
Look through the lenses at a series of pictures 


printed in red. Another picture appears in each 
square. It’s the blue printing not visible to the 
naked eye but made visible when red printing is 
neutralized by lenses. 


The manufacturers of U. S. ROYAL MASTER TIRES sup- 
ply dealers with a tricky little die-cut folder 
with a wheel indicator to find the stopping dis- 
tances of various tires at various speeds. The 
catchis that the recipient has to turn a saw-tooth 
--- and is then told on the other side of the card 
that the biting edge on the cardboard wheel feels 
like the biting edges on the Royal Tire. 


NORTON COMPANY of Worcester, Massachusetts, manu- 
facturers of grinding wheels, attach to cover of 
magazine, “‘Grits and Grinds,” an extra tipped-on 
rough grinding surface. Everyone receiving this 
ideal promotion, must feel the product. 


Taste appealsis impossible unless you have a food 
product that can be sampled. WRIGLEY mails out 
samples of chewing gum. Taste appeals have been 
used by mail order operators in fruits, fish, can- 
dy, jam, etc. Several original mailers have en- 
closed a cigar or a cigarette ‘‘To put you at ease 
while you read.” 


NOW COMES SOUND ... or appealing to the sense 
of hearing. That is something new, and the 
current survey of THE REPORTER uncovered a 
practical example. 
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FAWCETT PUBLICATIONS, INC., of New York, have just 
distributedby Western Union to advertising agencies 
and t@ National Advertising executives, a talking 
book. It is the third of a series of mailings 
dramatizing a mythical ‘*‘Myrtle’’ who typifies the 
average reader of the Fawcett Women’s Group of 
Magazines. First two mailings told about Myrtle 
and her life, love, desires, etc. The third mail- 
ing is entitled ‘*Myrtle Speaks." It's divided into 
three sections. In the first and third sections, 
the Fawcett Advertising Department speaks for 
Myrtle. In the middle section, Myrtle speaks for 
herself. When the recipient gets to the tenth page 
he finds a die-cut pocket. Inside the pocket is a 
brand new type of record which can be played on 
any phonograph. The reproducing surface is made by 
pressing a master into very thin sheets of plas- 
ticile. The two faces of transparent record im- 
pressions are then laminated front and back on a 
previously printed sheet of stiff cardboard. The 
Fawcett promotion has two poses of Myrtle and the 
titles on the faces of the record. RCA Manufactur- 
ing Company of Camden is behind this new ‘talking 
book” idea. 


(10) UNUSUAL MATERIALS 

It is possible to get away from the usual or 
conventional format in Direct Mail by us- 
ing uncommon or unfamiliar papers, inks, tex- 
tures, etc. 


FIRESTONE TIRE AND RUBBER COMPANY achieved dis- 
tinctiveness by printing an entire folder in four 
colors on cellophane. 


BUILDING, a trade paper, celebrated its first 
anniversaryby printing a mailing piece on a baby’s 
diaper folded correctly and sealed with a 
safety pin. Title ‘‘Now I am out of my triangle 
underwear. ”’ 


JOHNSON & JOHNSON of New Brunswick, New Jersey, 
used a circular die-cut folder to druggists pro- 
moting an extra penny sale of Tek Tooth Brushes, 
Dry embossed on the copper metal laminated cover 
designed like a big copper penny, was the letter- 
ing ‘*Two for 51 Cents." 


In search for unusual materials, some advertisers 
have even turnedto invisible ink. AMERICAN BANDAGE 
CORPORATION of Chicago, Illinois, used a blotter 
which read ‘‘I'11 talk if you dip me in water." 

Sure enough, an eleven line message in white ink 
appears on the water soaked blue blotter. 


Envelopes can be made unusual by the careful and 
Judicia] selection of unusual papers. (But be care- 
ful you do not run into Post Office restrictions 
on dark colors). Exceptional four page letterheads 
are being designed with die-cut and trick folds on 
two-toned papers. 
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A SURVEY OF UNUSUAL DIRECT MAIL 


REACTIONS AND ADVICE FROM USERS 


We wrote personal question-asking letters to a 
carefully selected list of known users of un- 
usual pieces. (How carefully this list was 
chosen is shown by the fact that only 6.3% of 
those replying felt they were not experienced 
enough to answer our questions. ) 


QUESTION NO. | 


Do you believe that die-cut, tip-on, gadget, 
or trick fold pieces get more favorable at- 
tention than ordinary formats? 

2% said ‘‘No. ”’ 

56.3% of those replying said ‘‘Yes,’’ without 
reservation. 

35.4% answered ‘‘yes’’ but qualified their an- 
swers. Here are some of the reservations: 
George B. Wright, Nash Engineering Co., South Nor- 


walk, Connecticut: ‘‘It all depends on the job to 
be done by the piece.”’ 


Val A. Schmitz, F. & M. Schaefer Brewing Co., 
Brooklyn: **Too many direct mail campaigns over-play 
the unusual and defeat their purpose by centering 
their main attention on the gadget, die-cut, etc., 
rather than the message.” 


Mary Rheinmuth, Fraser Industries, Inc., New York: 
“Yes, providing they are dramatic without being 
too tricky - and if these elements are planned so 


they will be incorporated in the art work and 
layout, or part of the design. If intelligent fol- 
low-through is neglected, they certainly will be 
useless.”’ 


John Marshall Dinwiddie, National Broadcasting 
Company, Washington: ‘‘If they become too involved, 
it destroys their purpose.” 


Wesley Beckwith, Royal Typewriter Company, New 
York: ‘‘A piece with a twist in it is a good change 
of pace. Most material should be quick, brief, 
convincing - standing on the merits of what it 
Says without requiring anything to dress it up.” 


Chet Sloane, Parents’ Magazine, New York: ‘*‘I don’t 
believe in tricks for their own sake - like putting 
a cast-metal replica of an axe On your question- 
naire and starting the covering letter out by say- 
ing -**‘Do you mind if we axe you a few questions.” 
The trick must be employed for its intrinsic value 
in dramatizing a copy appeal, or driving home a 
sales argument. Any time the copy has to be dis- 
torted to justify the use of the trick, the trick 
is worse than useless - it is harmful.” 


ANOTHER QUESTION. Has the cost been justified? 


72.1% answered an unequivocal ‘‘yes. ”’ 16.2% 
didn’t feel qualified to answer. 11.7% said 
yee, Gut ...” o@ “ves, if .’’ Here are some 
of the added comments in this group: 


Charles S. Downs, Abbott Laboratories, North Chi- 
cago: ‘*Depending upon our own good or bad judg- 
ment in adopting the idea for use.” 


Wesley Beckwith, Royal Typewriter: ‘*I think it is 
justified for occasional mailings.’”’ 


Chet Sloane, Parents’ Magazine: ‘*When a mailing 
flops every item of cost is waste - and the more 
items, the more waste. As a rule, however, sound 
applications of unusual devices more than pay for 
themselves. 


QUESTION - From your experience, what advice 
would you give to people who want to get away 
from usual forms and create dramatic pieces? 
Here are some of the best suggestions: 

Robert Schmid, Mutual Broadcasting System, New 


York: ‘“‘Be sure the trick really emphasizes the 
point - otherwise avoid."’ 


Robert Stone, American Bandage Corp., Chicago: 
**Look for analogies between sales points and novel- 
¢3e6,™* 


John D. Mohn, Mohn Brothers Co., Reading: ‘*Have 
them created by a direct mail specialist and set 
up a complete program instead of mailing spasmodi- 
cally.’*’ (Many others gave this advice. ) 

Charles Culp, E.1I. Du Pont de Nemours, Wilmington: 
**Don’t try to get too tricky. The unusual some- 
times gets too complicated.” 


George B. Wright, Nash Engineering Co., South 
Norwalk, Connecticut: *‘Always build it around the 
idea you have to put over. An unrelated stunt is 
always just a side show which takes attention away 
from the main event.” 


James S. Hanofee, R.H. Macy & Co., New York: ‘‘I 
would suggest to peoplewho want to develop unusual 
effects in direct mail advertising that they lock 
themselves in a private office with a stock of 
various types of paper, a good pair of scissors, 
and a rubber cement jar - then let themselves go. 
To achieve real originality in this type of work 
requiries a great deal of experimenting and play- 
ing about with ‘‘paper dolls.’’ As soon as one tries 
to copy an idea which has been used by somebody 
else, it will soon be found that he has achieved 
the ordinary rather than the unusual.” 


TWO OTHER QUESTIONS ASKED USERS - Who origi- 
nates the big idea for your unusual pieces? 
and What are your best sources for production? 


36.8% said the ‘‘big ideas’’ were originated 
entirely within their own organization. 


12.2% said the ideas were originated by out- 
side creators entirely - advertising agen- 
cies, Direct Mail specialists, creative print- 
ers, etc. 

34.7% said the ideas came from collaboration 
with outside creators or producers, from work- 
ing with artists, agencies, printers, etc. 
16.3% did not answer these two questions. 
Quite a few creators and producers were named 
in these answers, but since not all of the 
dependable creators and producers of unusual 
Direct Mail could be mentioned, we feel it is 
not fair to publish this partial list. The 
names are on file, though, and we shall pass 
them along to anyone interested. Someday we 
hope to have a complete list. 


Another survey is finished - (but not com- 
pleted). For further information about unusual 
Direct Mail forms keep watching future issues 
of the more or less unusual REPORTER. No sur- 
vey on this subject could ever be completed .. 
. so long as the flame of creative genius 
keeps burning. Tomorrow ... the mail will 
bring examples of new uses and new methods. 
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THE OFFICE COMPOSING MACHINE WITH CHANGEABLE FACES AND SPACES 





AUTOMATIC, 
JUSTIFIER \ 
A-9 Medel ™. 


Zs 





The pointer 
tells you when 


to stop typing 


HERE’S A SIMPLE, practical, economi- 


magazines, statistical records and 


cal machine which every reader of THE 
REPORTER should own. 

Similar in operation toatypewriter, 
ithas instantly changeable type faces. 
Touch impression is electrically con- 
trolled so that all characters are 
clear and of even density; lines can 
be evenly justified by simple, easily 
understood adjustments. 

Thousands of business and government 
organizations... including many Direct 
Mail Advertisers ... use the Vari-Typer 


for office forms, bulletins, house 


surveys. It saves type setting -- and 
many of the delays experienced with 
outside composition. 

Speaking of trick forms and unusual 
mailing pieces -- Vari-Typer can show 
you something along that line, too. 
Two of our recent description folders 
are of the die-cut, pop-up variety. 
Drop us a note and we'll be glad to 
send you samples. Ask for the Justify- 
ing and Secretarial folders ... of 
course they are composed on Vari-Typer 
Send for your copies today 


ASK FOR A DEMONSTRATION IN YOUR OWN OFFICE 


SNE 333 SIXTH AVE., NEW YORK, N. Y. 


” 


RALPH C. COXHEAD CORPORATION a\ 
AO 
| by 
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HOW CAN IT HELP? 


hour reporter has been tardy in mention- 
ing and praising the 50 page, 8'2° x 11” 
red, white and blue covered booklet, en- 
titled “National Defense—How Can _ I! 
Help?” Weve read it several times and 
have given extra copies away to some of 
our friends. It bears only the signature 
‘An American Family” . . . but it indi 
cates a complet program whereby thou- 
sands of American families throughout the 
country can rededicate themselves to de- 
mocracy and their country by helping to 
perfect the nation’s moral defenses, It is 
an ideal supplement to the Hi-Timer sug- 
gestions made in these pages last July 

because it definitely tells what the in- 
dividual working through the family can 
do to fortify patriotism, unmask the fifth 


column, check unfair abuses and cooperate 


with the government. 


Although the book was written anonvm- 
ously, it has been learned that Verne Bur- 
nett of Redding Ridge, Connecticut ( Vice- 
President of General Foods Corporation) 
wrote it with the help of his wife, his 21 
vear old daughter and his 15 year old son. 
Mlore than 150.000 copies have already 
been sold. Individual copies are priced at 
25c. Lower rates can be secured on bulk 
orders from the publisher—The Hawley 
Publishing Company, Inc.. Redding Ridge, 
Connecticut--who cooperated with the au- 
ther in this non-profit venture. 


THE OLD UNFAIR 
COMPARISON 


REPORTER JEANNETTE ROBINSON, Mail Ad- 
vertising Service Association, Detroit, sent 
us a tear sheet showing a space advertise- 
ment used by the Michigan Street Car Ad- 
vertising Company. Jeannette objected to 
the caption below an illustration, “For the 
price of postage to send a single mailing 
card ONCE to the 1,200.00 daily Detroit 
street car and motor bus riders, you can 
place your car card before this great audi- 
ence every day in the year.” 


That is a half-truth which has been, and 
probably will continue to be, bandied 
about all too often by other media. Why 
oh why can’t they sell their own medium 
by extolling the advantages of that par- 
ticular medium? They have definite ad- 
vantages—which have nothing to do with 
the price of postage. The late Arthur Bris- 
bane used that old argument to show 
cheapness of newspaper advertising. while 
never admitting that no advertiser would 
use Direct Mail to reach entire circula- 
tion of a mass medium. 
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PERSONALIZE 


YOUR LETTERS WITH THE 


AUTO-TYPIST 


Friendly and personal . . . or formal and forbidding? Which 
type of letter do you like to receive? Well sir, your custom- 
ers have the same reaction. 


Treat them to a friendly ard personal salutation when they 
open your message, and get REPLIES heretofore unobtain- 
able through ordinary mailings. 


THE AUTO.-TYPIST permits insertion of individual names— 
special data—fill-ins—dates—also dictated and stock para- 
graphs that AUTOMATICALLY ‘‘custom-tailor’’ as many as 
200 personalized letters per day. Remember—the cost is 


amazingly low when you find results can be 10 TIMES 
GREATER. 


AMERICAN AUTOMATIC TYPEWRITER CO. 


610 N. Carpenter St. 320 Broadway Strand House 
CHICAGO NEW YORK CITY LONDON 


MAIL THIS COUPON 
A AEE | eee omen 


_ Mail this coupon 
to our nearest 








ADDRESS, 











TRIPLE POP-UP 


LAST MONTH we reported and pictured the 
triple pop-up folder issued by C. J. Tag- 
liabue Manufacturing Company. of Brook- 


lyn, New York. 


Reporter John R. Swain of Smith. Kline 
& French Laboratories, 105 North Fifth 
Street, Philadelphia, tells us that the Tag- 
liabue specimen reminded him to look 
through his idea file, where he found a 
similar piece which was issued back in 
1937 by the Wm. Freihofer Baking Com- 
pany, Atlantic City. It too is a good exam- 
ple of the triple pop-up idea. It’s an ac- 
cordian fold with a front title, “As Easy 
As A B CC.” The folder suggests three 
tests. Open first fold and up pops a large 
red one, with instructions “Smell the 
freshness.” Open up next fold and up 
pops a red two with “Feel the freshness.” 
Last fold shows a three and “Taste the 


freshness.” 


This pop-up idea is another one of those 
things that are supposed to be patented 
but strangely, we havent heard a 
word out of the patentee for several 
years ... not since the revelations in The 
Reporter that most of these trick folds 
and die-cuts were simply adaptations of 
old ideas and that anyone who tried to 
patent these ideas was simply trying to 
throw a monkey wrench in the direct mail 
machinery. 


One of these patentees told a friend of 
his that he know his patent wasn't any 
good, but that he could make money by 
threatening people who infringed on it. 
He admitted he would have to “lay-low” 
until that fellow Hoke forgot about his 
“patent crusade” and switched over to 
something else. That fellow Hoke has not 


vet forgotten ... nor will he. 
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From Reporter L. A. Grinton. Anabolic Food Products. Inc., Glendale. 
California, we received two fine examples of direct mail to doctors. Here's 
one, a good will letter to customers who hadn't ordered lately. 


Dear Doctor: 

You remember that your mother always rested more comfortably after she heard 
the sound of your key in the lock? 

While you—proud in your possession of your first door key—-laughed and _ told 
her there was no need to worry. 

The Anabolic family is large and far flung. Yet we too feel better when all of 
the family “is in.” Then we know we are successfully doing our part-——there is no 
call for any member “to leave home.” 

Since we have not heard from you for two months, we'd feel more comfortable 
if we heard you “come in” this month. The enclosed order blank is your kev. 

If you can't come, will you drop a note “home” and let us hear from you anyway ? 
Wed like to know that everything is all right. 


The other went to doctors who had not responded to previous letters. 
This was on a four-page letterhead. in an envelope that bore the typed line: 
“The Chair Recognizes.” before the address of the prospect. 


Your frank opinion is respectfuly solicited. 

YOUR comment as to why you are not using ANABOLIC is of paramount 
interest to us. Maybe we can answer your objections. Your opinion may _ influence 
or change some phase of our policy. 

Despite a customer list which has grown each year for the past 16, you are not 
an ANABOLIC user. Naturally. we are most appreciative of the support given us 
by so many members of your profession—-but our interest in you and your opinion is 
just as great. 

You are invited to “sit in” on a round table discussion with our executives. |. a- 


chairman, now recognize you. You have our complete and interested attention. 


We are waiting to hear from you. A= statement, short or long, will be most 
welcome. Write us a few lines today. A sheet is enclosed for your reply. The 


enclosed envelope is addressed and the three cent stamp will bring it directly to us 
without cost to you. 
The Chair recognizes Dr. Hoke. 


Sincerely yours. (signed) 


P.s. Of course you are interested in recent dietetic information. I'll be glad to send 


you Dietary Discussions in Obesity, Hypertension, Constipation, Stomach Under. 

secretion and Arthritis—-any one or all, upon your request. 

With this letter went a blank sheet on which the doctor could reply. 
and a reply envelope. Reporter Grinton tells us this letter brought a ten 


per cent return within less than a week. 
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ORDER BLA 
CHECK 


TRIPLE DUTY 


Three forms in one! Make it easy to buy... easy to pay. 
Ask for samples. 


TENSION ENVELOPE CORPORATION 


345 HUDSON ST. NEW YORK CITY Telephone CANAL 6-1670 


Manvfacturing plants at NEW YORK, KANSAS CITY, ST. LOUIS, DES MOINES and MINNEAPOLIS 
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SUPERIOR ILLUSTRATIONS AT STOCK CUT COST 
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Now you can put 100% more punch in 
vour direct mail advertising for 10% of 
ordinary illustration costs. We have over 
1.000 fine illustrations like those shown 
above. You can buy them either as elec- 
tros in size shown, or glossy prints from 
our original art work up to 4 times size 
shown. Low cost is indicated by following 
prices of those shown above: 


ELECTROS 
1B91—$1.67 
A801— 1.56 
A600— 1.95 A759— 1.56 
1B22— 1.76 1B52— 1.56 A847— 1.86 
1B16—$1.67 1B57—$1.67 


GLOSSY PRINTS—-$2.00 EACH 


1B18—$1.67 
A123— 1.76 


A810—$1.97 
A637— 1.67 
A805— 1.67 


Provide yourself with a complete cata- 
log of all these fine illustrations. You'll 
find hundreds of uses for them—and 
you need only buy them individually 
as you want them. 





If you order one of the illustrations 
shown above we will send you a 
beautiful 72 page catalog of all illus- 
trations absolutely FREE. 


Or you can send $1.00 for catalog. 
We will credit your account for $1.00 
to apply on your trst order. 


AMERICAN TYPESETTING CORP. 
547 S. CLARK STREET . CHICAGO, ILLINOIS 


American Typesetting Corp. 

47 S. Clark St., Chicago, Illinois 

|| Please send me _ Illustration 
RE 

glossy print 

and your FREE 72 page catalog. 

|_| My check for 

{|} Send C.O.D. 

|_| Please send me your 72 page catalog. 
Enclosed is $1.00 which I under:tand 
will be credited on my first cut order. 


is enclosed. 








Company 
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GOTTA WORD FOR IT? 

FROM A NEW READER of The Reporter, H. 
H. Levitt of J. Levitt and Sons Limited, 
Balfour Building, Montreal, came a fine 
first letter, containing this problem: 


“While I have no trouble in explaining 
to my printer just what I want, how I 
want it, etc., until some time ago one item 
had us both tied up. Both of us could find 
no name, term, or expression for *.. . (3 
dots). It’s all very well to have your 
copy in front of you and a pencil in your 
hand, but in conversation you haven't a 
pencil handy, invariably you are stuck for 


. 


a name to signify For awhile we 
just said “3 dots,” but it gets tiresome 
continually 3 dotting (and *.. . you will 
admit play an important part in advertis- 
ing today), so for want of a name, we 
have a gentlemen’s agreement that the 
word ‘gap’ signifies ‘. . .’ 

“Between gaps we are now getting along 
fine. But I am wondering whether or not 
there is a standard name for *. . . Is 
there any special rule in using a a 
Where are you supposed to get best re- 
.? In short, what does 


" mean to the average reader of print?” 


sults from 


te %: * * 


We don't claim to be an authority on 


> °? 


“3 dotting.” although we use a lot of 
them. We dictate the magazine, or let- 
ters, like this: “A certain form of punc- 
tuation is necessary for dots emphasis.” 
Stenographer types it, “A certain form of 
punctuation is necessary for . . . empha- 


sis.” and that’s the way it appears. 


As to a word for it . . . some members 
of The Reporter staff, and certain readers 
who object to the practice, could undoubt- 
edly supply a word . . . but it wouldn’t be 
publishable. Originally, the three dots 
were used by lazy individuals for mak- 
ing world pictures without being forced 
to put them in grammatical sentences or 
combinations. 





ART BY AND FOR DIRECT MAIL 


The April Ist issue of FORBES carried a story by Edward Sianley about 
the work being done by Reeves Lewenthal and his Associated American Ar- 
tists—work that is making the products of some of the finest American artists 
available to the public—and to the buyers of art—largely by Direct Mail. 


The FORBES article explained how the Associated American Artists’ 
mailing list grew from 34 names to 150,000; how, from no catalogs and no 
ottice, Mr. Lewenthal has built his art-by-mail business to the point where 
they now issue full color catologs four times a year from a beautiful modern 
gallery and suite of offices at 711 Fifth Avenue, New York. 


Anyone who has seen their publication advertisements or received a 
catalog knows the quality of the work they sell—original etchings and litho- 
graphs at $5.00 each, Gelatone reproductions of original paintings at $7.50 
each. And they sell them to people in all walks of life. 


The logical result of this mail-order art business is of interest to every 
direct mail advertiser. The public in general has become more art-conscious 
during the six years the Associated American Artists have been selling prints. 
and the WPA Art Projects all over the country have introduced art to the 
masses. The demand and appreciation for art has grown, and the Associated 
American Artists have branched out to make their artists available to the 
business and industrial world. They have designed glass, textiles. wall paper, 
stage sets, movie publicity, magazine covers—and direct mail. They have 


taught many business men that artists aren't too expensive. 


The Abbott Laboratories of Chicago have utilized art in place of color 
photography for a series of pharmaceutical folders. A different artist was 
engaged for each piece, to illustrate a particular medical superstition. Charles 
S. Downs, Advertising Manager of Abbott Laboratories says this series of 


folders has increased returns about 20 per cent. 


The etchings reproduced on the Mail-O-Graph Company's blotters, the 
paintings used in the DeBeer’s Diamond advertisements, many a magazine 
and house magazine cover represent the work of artists of the Associated 
American Artists group. For as little as $25.00, a house magazine editor 
may reproduce an etching or lithograph of a famous American artist. By 
making available the reproduction rights on already created works, and by 
having artists available for special commission assignments, the Associated 
American Artists are enabling advertising managers and art directors to 
buy the kind of art they and the public want. 
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MERCURY-GRAPH 
ROLLERS 
FOR YOUR MULTIGRAPH 


MERCURY-LITH 
Rollers and Blankets 
FOR YOUR MULTILITH 











These blankets are cut to fit your press, have aS por vee ny hae 4 pa enon ——— 
smooth, unblemished surfaces, reinf ced ends, guaranteed te last loner and performs cone 
and are a gO yarn = a Your guarantee ig backed by the largest m 
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D. M. RAPPORT, Pres. 


are §=6aiso fact evoted exclusively to the product 
um satisfaction of rollers and blankets for the graphic 
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* ts i ¥. ro arts. 


Federal at 26th Street, CHICAGO 
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YOU WOULDN'T USE A 1910 MODEL 
IN YOUR CATALOG—WHY USE OUT- 
DATED ORDER FORM MATERIAL? 


You've streamlined your catalogue with new 

type faces—-modern artwork and photography 
but chances are your order blanks are 

way back in the horse and buggy era. 


Don't let your order form presentation be just 
an afterthought. Make sure you cash in on 
all the thought and care that went into the 
preparation of your catalog by using ORDER- 
VELOPES—the catalog order form enclosure 
now being used by such representative con- 
cerns as Lord & Taylor, R. H. Macy & Co., 
B. Altman, John Wanamaker, Gimbel’s and 
many others. 

















ORDER-VELOPES are the scientifically design- 
ed order form-envelope combination with the 
completely formed envelope pocket that in- 
vites confidence for the enclosure of cash or 
check remittances. Your customers are sure 
to appreciate the convenience of a return 
envelope, and the one unit construction of 
the ORDER-VELOPE insures retention of this 
envelope until ready for use. It cannot be- 
come separated from the order form and lost 
as is so often the case with separate order 
form and separate envelope enclosures. 


ORDER-VELOPES guarantee that your orders 
will be received in a uniform manner for 
easy handling. One piece construction keeps 
the postmark right on the order for purposes 
of check-up if necessary. 


Modernize your order form material now 
with ORDER-VELOPES. For a demonstration 
of how ORDER-VELOPES will increase the 
productiveness of your catalog, send us two 
of your present order blanks, together with 
your quantity requirements. 


We'll submit an ORDER-VELOPE dummy and 
price quotation for your consideration. No 
obligation, of course. 


THE SAWDON COMPANY, INC. 


230 Park Ave., New York, N. Y. 
MUrrav Hill 6-1566 


Bind-InVe'opes ° Combine-Velopes 


Du-Plex Envelores * Pocket Invoice Labels 
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A GOOD AND BAD EXAMPLE 


A midwestern printer sent us a group of blotters used to get new busi- 
ness. Each blotter is in two colors. Each gives a brief case history of a 
Direct Mail success (taken from REPORTER survey). A scored reply card 
is detachable from the top of the blotter. and is supposed to be sent back 
to the printer with a request for a salesman to call. With the blotters came 
this moaning at the bar: 


“The blotters did not pull well at all. [| would appreciate having your 


comment as to why they didn't.” 


Our opinion: “In our Direct Mail Course we try to classify the reasons 
for using each style of Direct Mail format. Blotters definitely fall into the 
class of reminder or flash impression advertising. In your case, the blotters 
look too tricky to put over the solid, substantial story you are attempting 
to tell and sell to a top executive list. That’s our personal opinion. It may 
not be worth a hoot. In this particular case the whole proposition seems 
to demand personal individualized letters, calling attention to enclosed infor- 
mation. That information should be given in an informative. dignified 
format . a booklet, or folder. Your letters should make a drive to get 
the recipients to keep a file of case histories. They wont keep a file of 
blotters.” 


Bearing out this opinion was a series of mailings, received from ithe 
Wehner Printing Service, 800 Broad St., Newark, New Jersey. 95” x 7” 
folders. each in a different color and a different style. each with an attention- 
arresting heading: “Do You Need a Wall Chart?”, “Do You Need a New 
Label ?”. “Do You Need 895.000 Pieces?”. “Do You Need Sales Literature?” 
etc. Inside, copy told of one Wehner customer who did need such a service 

_ and the satisfaction received by getting it from Wehner. The informa- 
tion given on these folders deserved to be filed. and the format was definitely 


filable. 
e 


ON IMPROVING PROSPECTUSES 


Another form of direct mail advertising that has long suffered from 
uninteresting and incomprehensible presentation is the stock and bond pros- 
pectus .. . and the suffering has not been due entirely to legal restrictions. 
We are indebted to K. E. Ettinger of Pictograph Corporation, | 12 Lexington 
Avenue, for a file of correspondence which brings out some important facts 
about the prospectus type of advertising. 


Mr. Ettinger sent the following to Security and Exchange Commission: 


“Is there any collection of rules for the advertising of stock exchange corpora- 
tions? Can you give us the name of any official publication, listing the do's and don'ts 


of the stock and secur'ty trade, in respect to advertising?” 
The answer. from the SEC, was: 


“| do not know of any material of the type to which you refer. | believe you 
will find that the rules of the various stock exchanges contain provisions regulating 
advertising by their members. For example, Rules 701, 702 and 703 of the Rules of 
the Board of Governors of the New York Stock Exchange are of that nature. — In 
addition, the provisions of certain of the Acts which this Commission administers. 
insofar as they impose conditions on the right to offer securities to the public and as 


to the content of sales literature or information disseminated to the public in connection 
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therewith, regulate advertisements relating to securities. Finally, the law of a particular 
state may impose restrictions on securities advertisements. [| am sure you will appre- 
ciate that it is difficult for me to be more specific without further information as to 


-* 
. 


the type of securities advertising you have in mind 
lo this Mr. Ettinger wrote: 


“My corporation translates facts and figures into the language of pictures, easier 
to understand for the layman. We want to find out whether there is any objection 
against the use of pictorial statistics in a prospectus, replacing the older methods of 
vraphs. We are, of course. quite conscious of the rule that only facts and not 
opinions would be contained in this prospectus. Pictorial statistics used for this purpose 


will present nothing but facts, through a new and easily understandable medium.” 
The answer: 


“It is not possible to state categorically that pictorial statistics may be used in 
prospectuses for the reason that it is impossible to tell in advance whether all such 
pictures will bear a proper relation to the facts and figures required by the Act and 
the rules thereunder. However, | believe it fair to state that there is no reason why 
pictorial statistics may not be used provided that they in no way detract from the 
other material in the prospectus and provided they will not constitute misrepresentations 
in any particular case. In other words, they will be treated upon exactly the same 


basis as the other types of plans expressing statistics, such as simple graph or bar charts.” 
So keep your eves open for some dressed up and easier-to-understand 
prospectuses, 


IDEAS FOR “LITTLE FELLOWS” 


George Berry, of Berry's Ajax Hatchery, Quincy, Illinois, in a recent 


letter included a paragraph which deserves reprinting and comment. 


Every issue of Reporter gets better. If there was any room for improvement, the 
only suggestion | would make is that of keeping the paper a little homier and down to 
earth. As | look at a publication of this kind, it impresses me that you are getting 
your ideas from the top per cent of direct mail advertisers and putting out these 
ideas to more of the “little fellows.” It is the mass or large number of small direct 
mail advertisers that can get ideas from The Reporter, that will build up your circula- 
tion and advertising. It would, therefore, seem that a paper of this kind should be 
directed at the mentality and minds of men who are spending from $500.00 to $5,000.00 


or $10,000.00 during a vear in direct mail in order to catch the largest number. 
Reporter's Comment: We dont need a survey to know that the big 
majority of Direct Mail accounts are in the lower budget brackets. Direct Mail 


is the advertising life-buoy for the small retailer, small manufacturer, or for 


a baby chick hatchery . . . for all of those who cannot afford to use mass 
advertising media... and for many who cannot afford advertising agency 


or specialist counsel. We do try to keep The Reporter “homey if that’s 
what you call keeping it in line with the average needs. It is true that we 
get many of our ideas from the “top bracket” of Direct Mail Advertisers. 
The reason is very simple. We have found that the fellows who spend the 
most money, are the most careful of how they spend that money. The big 
Direct Mail advertisers do not spend large sums of money until they care- 
fully test each element in their Direct Mail operation. They test copy. format. 
lists. mailing dates and types of postage. And many of these testers are 


liberal minded enough to give their results to The Reporter. 


We pass these results along .. . not to show or brag about huge amounts 
of money on mass mailings . .. but to show the ideas which can result in 


increased returns from Direct Mail. 


We think the little mailers can profit by these facts and figures. 


THE REPORTER 








4 
| selon a Yiloa Month 





i oaenieeislllttiniiiiiatl 
— 














he 


eo 











Each month during 1941 we 
are providing a new Idea for 
direct mail, based on the pull- 
ing power of BRISTOL. 


THIS MONTH 


“Good Luck” exploits the natural and uni- 
versal appeal of the Four-leaf Clover. 
It will give you a workable idea. 


We wont tell you any more 
about it. Get the Idea itself — 
with the file folder and the 
other monthly Ideas to follow, 
by writing to 


LINTON BROTHERS 


Fitchburg ® Massachusetts 











MONEY FOR YOUR 
LISTS 


You don’t sell your valuable 
names. But RENT them for 
handsome royalties to non- 
competitive businesses. Ma- 
terial is addressed and mailed 
by vou at your Postoflice. If 
you can use increased Income 


write today for details. 


JAMES E. TRUE ASSOCIATES 


117 East 29 Street New York City 


“IT’S A TRUE LIST” 
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CLEVER TRANSPARENCY 

A 4” x 8”, BLACK COVERED FOLDER does a 
convincing job for the Simmons Mattress 
Company. On the black cover, in yellow, 
appears a cartoon suggesting Sherlock 
Holmes, and the title, “The Inside Story 
or the Case of the Unseen Coils.” Stapled 
inside this folder is a doubled sheet of 
Cellophane. Printed in blue, on the front 
side of this folded sheet, are the illus- 
trations of two mattresses, seen from the 
outside . an ordinary innerspring mat- 
tress and a Simmons Beautyrest. The 
yellow from the back cover shows through 
the Cellophane to look like a two color 
job. When the folded sheet of Cellophane 
is turned over, two other illustrations, 
this time of the insides of the mattresses 
appear right behind the illustrations on 
the other side. 





As Required By Lan 


Statement of the Ownership, Manage- 
ment, Circulation, etc., required by the 
Acts of Congress of August 24, 1912, 
and March 3, 1933 of THE REPORTER 
of Direct Mail Advertising. 

Published monthly at New York, N. Y., 
for October, 1940. 

State of New York, County of New 
York, SS.: 

Before me, a notary public in and for 
the State and County aforesaid, per- 
sonally appeared Henry Hoke, who, hav- 
ing been duly sworn according to law, 
deposes and says that he is the owner 
of the magazine, THE REporTER of Di- 
rect Mail Advertising and that the fol- 
lowing is, to the best of his knowledge 
and belief, a true statement of the own- 
ership, management, etc., of the afore- 
said publication for the date shown in 
the above caption, required by the Act 
of August 24, 1912. as amended by the 
Act of March 3, 1933, embodied in sec- 
tion 537, Postal Laws and Regulations, 
printed on the reverse of this form, to 
wit: 

1. That the name and address of the 
publisher editor, managing editor, and 
business manager is Henry Hoke, 17 
Fast 42nd Street, New York, N. Y. 

2. That the owner is: Henry Hoke, 
17 East 42nd Street, New York, N. Y. 

3. That the known bondholders, mort- 
gagees and other security holders owning 
10% or more of the total amount of 
bonds, mortgages or other securities are: 
None. 

4. That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders, if 
any, contain not only the list of stock- 
holders and security holders as _ they 
appear upon the books of the company, 
but also, in cases where the stockholder 
or security holder appears upon the 
books of the company as trustee or in 
any other fiduciary relation, the name 
of the person or corporation for whom 
such trustee is acting, is given; also 
that the said two paragraphs contain 
statements embracing  affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under’ which 
stock holders and security holders who 
do not appear upon the books of the 
company as trustees, hold stock and 
securities in a capacity other than that 
of a bona fide owner; and this affiant 
has no reason to believe that any other 
person, association, or corporation has 
any interest direct or indirect in the 
said stock, bonds, or other securities 
than as so stated by him. 

Henry HoKeE 

Sworn to and described before me this 
lith day of October, 1940. 


Lawrence F. Dunn, Notary Public. Com- 
mission expires March 31, 1942. 
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PERMIT NO. 1 


A short while back we printed a news worthy item that permit No. 1 in 
Chicago for the Business Reply Envelope and Post Card was held by A. 
Mitchell, 326 North Michigan Avenue. We asked holders of permit No. 1 
in other cities to let us know about it. So far we have heard that W. R. 
“Dad” Conner of the Everett Printing Company, Everett, Washington has 
permit No. | in that city. Bert Smith, magazine subscription man, has No. 
| permit for Rowley, Iowa . . . the only permit issued in his town. 


And now comes an interesting letter from Anthony R. Gould, circulation 
manager of The United States News, Washington, D. C. He gives us news- 
worthy facts about the starting of the Business Reply Envelope design, and 
the real permit No. 1 holder. Here is his letter: 


You ask who really holds Permit No. 1 for business reply envelopes and cards. 
Here is the story. 

When the Post Office Department was considering issuing the new order estab- 
lishing business replies, they faced. the question of establishing a really distinctive design 


that could not be mistaken by postal employees for any form of prepaid postage. 


Furthermore, the design had to be one which could be produced without art work. 
In other words, something that even the smallest printing shop could make from stand- 
ard material, no matter how scanty their type assortment. 

Issuance of the order was held up some time because of this difficulty, and in the 
course of events they discussed the question with Troy Rodlun, then Circulation Man- 
ager of The United States Daily and probably the biggest mailer in Washington at that 
time. Troy submitted his ideas meeting the democratic principle that anybody could 
reproduce the design in any print shop, and they were accepted in toto. 


No funds were available to pay for this service, so the officials asked what they 
could do, and Troy replied, “Give us Permit No. 1.” So The United States Daily re- 
ceived No. 1, and this in turn became the property of The United States News when it 
succeeded the Daily in 1933. Later, when Mr. Rodlun went into business as a direct 
mail counsellor, the Post Office granted permission to transfer this first number from 
The United States News to Mr. Rodlun, and we received a new number. 


Often when I am up against the question of trying to do something distinctive at 
low cost, I think of the job Troy did with the limitations that were placed on this design. 
There is no passing up those half-inch lengths of ruling as anvthing else than a business 
reply card or envelope. 


POST OFFICE LIMITATIONS 


Several readers of The Reporter have asked whether it would be pos- 
sible for the Post Office to furnish a double return card, with a stamp printed 
on one portion and the other portion to be left blank to be prepared by the 
purchaser for use as a Business Reply Card. We have had considerable cor- 
respondence with the Post Office Department about it. The present law gov- 
erning the manufacture and sale of government post cards is not flexible 
enough to permit the new type of card described here. It would require an 
Act of Congress to authorize the Department to furnish such cards. The 
Business Reply Form privilege has brought millions of dollars in increased 
revenue into the Post Office. The Department and Congress should be willing 
to do everything possible to increase the use of that form. If a double post 
card with a stamp on one section only would be popular, the Post Office 


should try to fill the demand. The Post Office could find out in advance 
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if such a form would be in demand . . . by sending a mail survey to a cross- 
section of the users of the mails. 
2 * * 


Speaking of the Post Office reminds us that F. W. McKee, President and 
General Manager of The Salem China Company, Salem, Ohio, thinks the 
Post Office should do something about the postage rates on catalogs. The 
book publishers have a special low rate on books. Mail order companies 
have a special low rate on catalogs weighing over 8 ounces. Mr. McKee and 
some of his friends think that something should be done to help the fellows 
who issue catalogs weighing under 8 ounces. Perhaps it is time for a com- 
plete review and revision by the Post Office Department of the catalog and 
booklet situation. We still have the funny rule that a 24 page booklet can 
be mailed le for each 2 ounces, while a booklet of less pages requires 114c 
for each 2 ounces. On the 24 page basis, a catalog weighing less than 8 
ounces costs Sc per pound to mail. Under the catalog rate, a 10 pound 
catalog can be sent clear out to the eighth zone for .019c per pound. 


How many readers of The Reporter think that something should be done 
about the catalog rate? 


ABOUT ANNUAL REPORTS 


Our perennial plea for more informative and understandable annual 
reports was ably aided by the well-known B. C. Forbes, in his N. Y. Journal- 
American column. Mr. Forbes told of a company president whose compre- 
hensive, lucid, explanatory annual report was criticised by a president whose 
company doesn’t believe in annual reports of this type. Mr. Forbes quoted 
the criticised president’s reply. Excerpt: 

“I have no fear whatsoever, in the publishing of informative annual reports, of 
any traditions they may destroy, or any new precedents they may establish. I should 
very much prefer to deal with those who are familiar with all the actual facts than’ to 


deal with those who are familiar with only a comparatively small part of the actual 
facts; and, this goes for politicians and law makers, as well as labor leaders.” 


Mr. Forbes gave his own opinion as follows: 


“Since investors are the ones who make the establishment of an enterprise pos- 
sible by supplying the capital, why should they not be entitled to demand of manage- 
ments a full acccount of their stewardship annually? Any concern not willing to do 
so has no right to invite the public to invest in it.” 


To which we say “Amen!” 


That more and more corporations are taking this point of view can be 
seen by glancing over some of the annual reports for 1940. The annual 
reports of the National Dairy Products Corporation and The Museum of 
Modern Art both make interesting reading. Both are profusely illustrated 
with photographs and easy-to-understand pictographs. The Flintkote Com- 
pany, in its report for 1940, adds illustrative and descriptive material about 
products and manufacturing processes, and the part their company plays in 
the National Defense Program. They also realize the value of stockholders 
as customers, and urge them to use and recommend the company’s products. 
The Dayton Rubber Manufacturing Company gets across a lot of understand- 
able information about products and processes. The Swift & Company re- 
port to Employees, and the Equitable and Metropolitan reports to policy- 
holders are good examples of understandable explanations of company policy 
and practice. We could mention many other good examples, and an equal 
number of bad, but the space can better be given to a brief description of 

(Continued next page) 
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Iie DIRECT MAIL 


PACKAGES faster 
BY MACHINE! 





Figure your savings—in lower costs and 
faster production—by using the modern 
Saxmayer Tyer! Model shown here is ideal 
for mailing departments. One operator at 
this Saxmayer machine can do the work 
of 3 or 4 expert hand tyers—more neatly 
and firmiy, too. Ties stacks of envelopes 
in less than a second. Completely auto- 
matic—no levers to operate. Occupies lit- 
tle more space than a typewriter. The 
perfect answer for Sec. 562 P.L.&R. mail- 
ings. Write for more details or Free Trial. 
National Bundle Tyer Co., Blissfield, Mich. 
Agents in all cities. 


SAXMA YER 


Saves Half 
Your Twine and Tying Time 





Announcing 


A NEW IMPROVED QUALITY 
TO MAKE STENCILING 


- Easier 


aie, FILM STENCIL — 


FOR ALL STANDARD DUPLICATORS 


x 
custom - made... 


according to your Grund 
specifications! Every 
desirable feature in- j é | 





T10 
| 


FASIER because it’s 


cluded. Combined 


Film s 
with Tempo Ff! ere 
it should be 


} 
| 
| 
Mail coupon = 
} 


pad) 


patented advantages, 
YOUR MODEL STENCIL! 
tried to be appreciated. 


ZS 


e for FREE SAMPLE. 


at onc 


MILO HARDING COMPANY 
439 W. Pico Blvd., Los Angeles, Cal. 
Or, 515 Commonwealth Annex, 
Pittsburgh, Pa. 


FORMULA 217 sounds like the stencil 
we want. 





Send sample for Duplicator. 











LITHOGRAPHED 
LETTERHEADS 


AS LOW AS 






SEND SAMPLE 


of Your Letterhead and Let Us Sub- 
mit a Modernized Design FREE! 


* Through mass production on the biggest 
and latest equipment, we offer fine quality 
work at prices that surprise our new Cus- 
tomers and continue to hold our old ones. 
Not only on letterheads, but on circulars. 
folders and forms as well! 


* Whether or not you want your present 
letterhead re-designed, send us a line and 
say: “I'd like to see your folder of famous 
letterheads.” With it we'll send our all- 
time-low price quotations on quality work. 
And, of course, you won't be obligated 
to buy. 


Universal Lithographing Co. 
Dept. 23, 4317 Diversey Ave., Chicago, Ill. 
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ee Saal 
Names come to Life when you rent 
lists of individuals with known 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 








(Division of Dickie-Raymond, lac.) 
Boston 


Lt Broad Street 
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the very helpful booklet recently published by The Mead Corporation, 230 
Park Avenue, New York—‘How to Plan the Annual Report.” Printed in 
yellow, gray and black, with illustrations, the ‘booklet gives brief, helpful 
hints on The Cover, The Title Page, Officers and Directors, President’s Mes- 
sage to Stockholders, Financial Statements, Statistical Data and Charts, Illus- 
trations, Printing and Mailing, Shape and Size, Typographic Treatment. 
Layout and Format, Postage and Mailing, and Distribution of Report. 


ABOUT PREPAREDNESS 


A cheer for a preparedness piece that is timely, legitimate, and a fine 
piece of work. It’s a booklet called “This Is About Preparedness,” recently 
put in the mail by the Young Men’s Christian Association of the City of New 
York. Illustrated with dramatic photos, each page has a bold black heading 
— “PREPAREDNESS” followed by a subheading in red. Subheadings are: 
Morale, Health, Understanding, Jobs, Education. 
an idea of the dramatic quality of the copy... . 


The Foreword gives 


“The implications of the ghastly conflicts raging overseas have drastically altered 


the outlook on life for all our people and especially for our young men. 


“Before our precious freedom, our incomparable privileges, our American way of 
life lie broken to bits, we must slam and barricade our door against any threat. We 
may have to fight to keep it shut. The national preparedness program now rapidly 
forming shows the grim shape of our determination. 


“For the moment we may be confused. Routines have been upset. But uncer- 
tainty will be moulded into a strong purpose. Out of the welter unity will emerge, 
a new normality will be born. 


“Young men must occupy a paramount position in this new pattern of national 
life. To prepare them for preparedness is a vital undertaking—for they are of a 
generation that, due in part to its short-sighted elders, has taken America and its 
immeasurable opportunities largely for granted. 


“If young men have been lethargic, their lethargy is now dispelled. If they have 
deubted the:r importance to the nation, that doubt has been shattered. Forces which 
have been loosed upon the world have shaken them—with us—into the realization that 
this America of ours demands the acceptance of responsibility as surely as it offers 
opportunity. 


“Among the agencies in this metropolitan area which are expected to assume 
their full share in heiping young men to meet this national emergency, is the Young 
Men’s Christian Association of the City of New York. Thousands who use its facilities 
each day are gaining a better understanding of the situation they face. The Associa- 
tion’s program primarily is adapted to the needs of these young men, 

“This booklet brings to you glimpses of some of the things the YMCA is doing 
in this crisis. If young men face a greater responsibility to their country now than 
they have known before, we too, face a deeper responsibility to them.” 


Use 
SUPERIOR MANIFOLD 


(25% Rag) 


White and 9 Colors 
Cockle and Smooth Finish 


e Send for Samplese 
ESLEECK MANUFACTURING CO., TURNERS FALLS, MASS. 
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CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 


line—minimum space 4 lines. 








ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 








WE SPECIALIZE ON COLOR... 


WE CREATE SALES PRODUCING 
ADVERTISING. 


BOWSER SERVICE CORPORATION 


51 Madison Avenue, New York 


ADVERTISING, promotional campaigns 
planned by Public Relations Counselor- 
Analyst. Marlett, 5412 Black St., Pitts- 
burg, Pa. 





ADVERTISING SERVICE 





Check up on your advertising FREE! Are 
you getting the results that you have a 
right to expect? Find out NOW how 
you can increase sales and lower selling 
cost. Send samples of your advertising 
for frank, friendly and constructive analy- 
sis of selling power from prospect’s point 
of view. Complete report with helpful 
suggestions mailed promptly without cost 
or obligation. Send it to: Dudley V. 
Cassard. Mail Sales Counsellor, 249 
Wholesale Terminal Bldg., Los Angeles, 
Calif. 





COMING CONVENTIONS 


Authentic record of coming conventions 
and expositions everywhere. Gives meeting 
places, dates, secretaries’ names and ad- 
uresses for 18.500 annual events. Price 
$15 a year. A splendid list of top quality 
executives for direct mail campaigns. De- 
scriptive folder R-3 on request. 


WORLD CONVENTION DATES 
330 West 42nd St., New York, N. Y. 





EQUIPMENT 
SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 








MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





HOUSE MAGAZINES 


500 TWO COLOR House Organs, $15.00, 
1M, $20.00. Brings new customers, devel- 
ops present accounts. Free cut and copy 
service. Your ad on front cover. Proven 
results. Get samples. CRIER PUBL., 
1840 E. 87th St., Cleveland, Ohio. 
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MAILING LISTS 





60.000 names of race horse fans actively 
maintained and corrected daily. Sold with 
100% postage on returned nixies. $10.00 
per M. J. R. Monty, 201 East 46th St., 
New York City. 





MAILING LISTS and PROSPECT LISTS. 
Write for catalog of 6500 classifications. 
TRADE CIRCULAR ADVERTISING 
COMPANY, 25 S. Market Street, Chicago, 
Ill FRA 1182. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





ORIGINAL LETTERS 





FOR OUTRIGHT SALE—100,000 original 
letters of agents and mail order buyers. 
Sample letters and advertisement clippings 
FREE on request. Reiffe, 160-B Monroe 
Street, New York City. 





SALES HELPS 





CARTOONS AND ILLUSTRATIONS — 
Samples of finished work sent upon request. 
Charles Skiles, 126 Cedar St., Daytona 
Beach, Fla. 





SALES LETTERS 





A single mistake in a good sales letter can 
destroy its effectiveness just as a little bag 
of pepper can ruin a carload of bananas. 
It pays to have an expert write your sales 
letters. Lester Meyers, 112 East 17th St.. 
New York. GRamercy 3-1833. 


Letters worded to sell anything worth buy- 
ing. Explain business and request evi- 
dence. Jed Scarboro, 10 Wetmore Ave., 
Maplewood, N. J. 





POSTER STAMP SALES CAMPAIGNS 





Poster Stamps and Albums, combine all 
the Sales Values of Premiums and Prize 
Contests at considerably less cost. 

WE SPECIALIZE in plan, copy, research, 
design, editorial, production, marketing 
and selling of Poster Stamp Campaigns. 
We have a number of case histories of 
successes by businesses, retail chain stores, 
institutions, civic groups and fund raising 
organizations. 


Write for complete information today. 


HERMAN JAFFE ASSOCIATES 
23 West 47th Street, New York City 
Phone: BRyant 9-7274 
Specializing in 
Poster Stamp Merchandising Campaigns 





Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 


@ 72-Hour Service 


@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 
183 Varick St. New York. N. Y. 








House Organs 


The Imperial Type 

Metal Magazine is 

one of our productions. 
Write for Information. 


William Feather 


540 Caxton Bldg., Cleveland, O. 


LETTER GADGETS 


you will be astonished by the far greater 
pull from your letters when you use a 
good gadget. Many of the best experts 
are using them, and Letter Houses who 
are recommending them are increasing 
their business beyond their’ wildest 
hopes. Good gadgets can be secured for 
less than Ic each and pay for themselves 
many times over by keeping those let- 
ters out of the wastebasket. Write for 
circular illustrating 115 different gadgets. 


A. MITCHELL 
326 N. Michigan Ave., Chicago, Il. 



























Elliot& ADDRESSERETTE 


A small! addressing machine for Clubs, 
Lodges, Associations, Churches, Small 
Stores and Offices—anyone who wants 
to save time and labor and the bother 
of hand or typewriter addressing. 
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Lowest- Priced 
Addressing Machine 
Ever Offered 


$17.50 


Prices—Denver West 
Slightly Higher 











Write for Illustrated Folder 


ELLIOTT COMPANY 
127 Albany Street ° Cambridge, Mass. 
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REPORTORIAL: 


HOPE THIS ISSUE REACHES YOU when you 
are in a sympathetic and forgiving mood. 
THE REPORTER starts report'ng at end 
of each month. Unexpected work with the 
survey and new production problems de- 
voured nearly a month’s time in complet- 
ing report of March activities. But row 
Forgiven? 

Reactions to first survey encouraging. 
Letters galore . . . and many mentions in 
press and trade papers. From a mercenary 
standpoint we haven’t been downhearied 
over the orders for extra subscriptions. ] 
some cases orders have arrived to sen 
REPORTER to men who have gone into 


the Army from advertising departments. 
e sis 


you have it! 


Which reminds me to give a loud shout 
of praise to Fort Dix’s 2nd Lt. Bill Orchard, 
156th Field Artillery (McGraw-Hill), and 
to Canadian Guardsman Jack Kane (Adver- 
tisers Mailing Service) for inspiring, mor- 
ale-building letters they are issuing (repro- 
duced locally for friends). More power to 
them for staging mail crusades to counter- 
act other efforts to smear the Army service. 
Wish we had the nerve to reproduce a par- 
ticularly vicious, cry-baby form letter eman- 
ating from one mustered Direct Mail man. 

. 

Some folks have asked who did cartoon 
drawings in our first survey. The artist is 
Frederic Vanderplank, 79 Charles Street, 
New York. This month the cover was han- 
dled by Hi Ashe, 33 West 42nd St., and the 
survey design is by World’s Fair Bob 
Smith, 581 Fifth Avenue. Varityping of 
survey insert supervised this month and last 
by Sam McGarvey of Coxhead Corporation. 
Herb Kaufman of General Printing Inks 
sits in on the color confabs. 

* 

REPORTER readers are inveterate sam- 
ple gatherers. Donn Layne of Depart- 
ment of Agriculture tells us that they had 
to get up a special letter to handle RE- 
PORTER inquiries. That’s one for the 
book . . . Department of Agriculture help- 
ing the Direct Mail business—and doing a 
noble job! * 


Subject most discussed at present in ad- 
vertising circles: How will advertisers work- 
ing on war contracts counteract disrupted 
customer relations? THE REPORTER 
will survey the field shortly. In the mean- 
time . . . we like thoughts expressed by 
Jack Carr, Lutz, Florida, in his current 
cordial contact mailing: 

DON’T PET YOUR BABY TOO MUCH! 

How many times have you seen the arrival 
of the first baby separate a really nice couple 
from former friends? To them it’s a precious 
pampered pet. To the old crowd they once 
ran around with the kid is a pain in the neck. 

Today . . . many merchants and manufac- 
turer's have a new baby. They’re petting it 
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THE REPORTER OF DIRECT MAIL ADVERTISING 





Edited by Henry Hoke, assisted by associate reporters all over the world 





STREAMLINED LETTERS 


Direct Marit CLuss 

CLEANING A MAILING LIsT 

O.p Customers Prove BEst BETs . 
To Note AND PERHAPS REMEMBER 


Two Goop LETTERs 

ART BY AND For Direct Mat. 
A Goop anp Bap EXAMPLE 
On IMPROVING PROSPECTUSES 
IDEAS FoR “LITTLE FELLOWS” 
Permit No. 1 

Asout ANNUAL REPORTS 


ABout PREPAREDNESS 
REPORTORIAL 
And Many Other Items 





CONTENTS—MaARcH 1941 1ssuE or THE REPORTER 


A STATE EMPLOYMENT SERVICE SURVEYS . 


A SurvVEY OF UNUSUAL Direct MAtL ADVERTISING 
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because it means money, making materials 
necessary for defense. 

Fine! Essential, patriotic and profitable! 

But . . . don’t forget the old friends entirely. 
Your customers who helped you build your 
business. Don't give ‘em the cold shoulder. 

You may not be able to provide them wiih 
your products now. You may not have time 
to give them your former friendly service. 

Someday you'll want to win them back. 
That's always a tough task as you probably 
know. 

So... for the sake of your business future, 
don’t forget them and don’t let them forget 
you. Keep in close contact with them through 
the medium of a monthly mailing of friendly 
little letters. 


+ 

Next month we hope to have some real 
news on the blankety-blank patent situa- 
tion. One of these patentees has finally 
threatened, in writing, a big advertiser with 
a big printer. The “patent” is a fraud. 
Why doesn’t the United Typothetae of 
America do something about this patent 
racket? Why don’t they take steps to 
protect printers and their customers? Is it 
because some of these “patentees” are on 
local or national association boards of di- 


9 
rectors ! ° 


War in Mails fight continues hotter ’n 
hotter . . . and worse. All incoming for- 
eign propaganda now being destroyed by 
Post Office, but internal disruptive material 
increasing. German Library boasts their 
list has increased as result of “publicity.” 
(Last issue of Facts in Review 40 pages in- 
stead of 16.) Communist and Nazi _ in- 
spired Direct Mail flooding schools, busi- 
ness men, industrial workers—and those 
Congressmen are granting liberal use of 
their franking privilege to Nazis, “patri- 
otic” organizations, anti-Semites, and dis- 
ruptors of all breeds. In plain words... 


it is one hell of a mess. Your reporter 


continues his campaign . . . with appear- 
ances before Poor Richard Club, Philadel- 
phia; Boston, Springfield, Albany, Grand 
Rapids, Albion Advertising Clubs; Troy 
Kiwanis Club; Church Groups and Amer- 
ican Legion meetings, during past weeks 
. . « and too many more in the immediate 
future. Everywhere . . . amazement and 
even disbelief that such things could be 
happening in the United States mail. 


Amid all the clamor of disruption . . . 
amid the ever-increasing and dangerous 
foreign-inspired religious and racial intoler- 
ance ... we salute the National Broadcast- 
ing Company for the most heartening and 
most reverent Direct Mail piece of the de- 
cade. A booklet just released entitled “The 
Word of God.” Cover printed in Gold on 
red velvet. A careful, dignified explanation 
of religious work on the air waves .. . of 
tolerance and impartiality. Describes re- 
ligious characters on Protestant, Catholic 
and Jewish programs ... and how they 
have worked together on the N.B.C. policy 
which “does not sell time for religious pro- 
grams as this course might result in accord- 
ing a disproportionate representation to 
those individuals or groups who chance to 
command the largest purses.” A beautiful 
good will booklet made more beautiful by 
the closing page which bears only this: 

The Lord bless thee, and keep thee; the 

Lord make His face shine upon thee, and be 

gracious unto thee; the Lord lift up His 

countenance upon thee, and give thee 
peace. 

May courageous advertisers of good, by 
the force of good and courage, triumph 
over Hitlerism and its misguided American 
proponents ... and be worthy of this bene- 
diction. H. H. 


THE REPORTER 
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QUT letterhead is. Y t tl 


@ Let us submit a hand-drawn sketch and quotations on new letter- 
heads for your firm. 

@ The usual sketch charge is $7.00, but our price is only 1.00, to be 
billed after you receive the sketch ... And even that dollar will 


be credited to you if you decide to buy WHITEHALL low cost steel 
engraved letterheads. 


(This _—: Otter bet to withdrawal without notice. MAIL YOUR LETTERHEAD TODAY.) 


r HI ITEH AL Licey ne Ra 4 inest viii me 


OH 


WHITEHALL. inc. 


1-100 Boulevard 
New Haven, Conn. 
Gentlemen: Please design 


a hand-drawn sketch of a 
new letterhead for my firm. | 


Also submit quotations on 
Whitehall engraved letter- | 
heads. No obligation to buy! | 





AUREL F 


: WHEN color is required on jobs for your 
| multilith press or similar equipment, you'll find 

the F. & L. ink catalogue a helpful guide. For- 

: mulated especially for small offset presses, 

the inks displayed answer the special needs 

of this type of work. Solids, screen values 
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your convenience. Write on your company 







letterhead for a copy of this specimen book. 





THE 
FUCHS & LANG 
MFG. COMPANY 


Division - General Printing Ink Corporation 


100 SIXTH AVE., NEW YORK 


-}0}-9 fe). CHICAGO CINCINNATI CLEVELAND FORT WORTH PHILADELPHIA 
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S EN D FOR THIS HANDY SPECIMEN BOO K 





